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Sam  Hundley 


Matthew  Riggs 

Kokomo  Tribune.  Indiana. Indiana 
U.  grad,  recently  delivered  pizzas. 


Cheryl  Schroeder 

Greenshurg  Daily  News.  Indiana. 
Databa.se  designer,  newspaper  stringer. 


Frank  Scotello 

The  Reporter.  Fond  du  Lac. 
Wisconsin.  Retired  Lt.  Col..  2  mas¬ 
ter's  degrees,  taught  at  West  Point 
and  locally. 


Kristen  Skirkanich 

Connecticut  Post.  Fairfield  County. 
English  grad,  worked  summers  in 
telemarketing. 


Marshall  Terrill 

The  Tribune,  suburban  Phtienix. 
Author  and  guest  columnist  for 
Arizona  Silver  Belt;  business  grad. 
University  of  Phoenix. 


Brian  Tokoph 

Oshkosh  Northwestern.  Wisconsin. 
Master's  degree  in  divinity,  part- 
time  professor  of  theology. 


Wuyanbu  Zutali 

The  Repository.  Canton.  Ohio. 
Worked  with  abused  children. 


Rachel  Wion 

Telegraph-Forum.  Bucyrus.  Ohio. 
Customer  service  representative. 


Rhonda  WofTord 

The  Post-Crescent.  Appleton. 
Wisconsin.  Cleaning  business  owner. 


Tonya  Baxter 

Paul  E.  Baylor 

Jeremy  Bennett 

Thomas  Bowens 

The  Dothan  Eagle.  Alabama. 

The  Herald  Bulletin.  Anderson. 

Times  Recorder.  Zanesville.  Ohio. 

Herald  Times  Reporter,  Manitowoc. 

Student,  creative  writer. 

Indiana.  Substitute  teacher.  J.D.  In  law. 

Most  recently  worked  in  music 

Wisconsin.  Corrections  officer. 

store,  reviewed  CDs  for  newspaper. 

journalism  grad.  MBA. 

Brandi  Butler 

Peter  Ciancone 

Peter  Failor 

Nora  Fascenelli 

Rose  Feagin 

The  Middletown  Journal.  Ohio. 

Tribune-Star.  Terre  Haute.  Indiana. 

The  Valdosta  Daily  Times,  Georgia. 

The  Yuma  Daily  Sun.  Arizona. 

News  Journal.  Mansfield.  Ohio. 

Third-year  college  student. 

10-year  Navy  aviator  with  a  master's 
degree  in  history. 

English  major  at  Valdosta  State; 
worked  part-time  in  library.  b(K)kstorc. 

Lawyer. 

S(K'ial  service  provider  to  the  hi>meless. 
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Thomson  launches  innovative  training  center 


Once  upon  a  time,  Lt  Col.  Frank 
Scotello  helped  formulate  US  military 
strategy  during  the  Gulf  war.  Now,  aged 
51,  he  has  a  new  battle  on 
his  hands. 

Frank  is  one  of  18  people  from 
various  walks  of  life  in  the  first  class  of 
reporter  trainees  at  the  new  Reader  inc. 
Editorial  Training  Center  in  Oshkosh, 
Wisconsin. 

“In  the  fifth  grade,  I  started  my  own 
newspaper,”  says  Frank.  “Always  inside 
was  this  desire  to  tell  the  true  stories  of 
what  happens  in  the  world.  Reader  inc. 
will  give  me  the  opportunity 
to  do  that.” 

Other  participants  in  the  19- week 
training  program  at  the  Thomson 
Newspapers  facility  include  a  church 
minister,  two  lawyers,  a  prison  officer 
and  a  pizza  delivery  driver.  The  average 
age  is  36. 

“I  was  trying  to  decide  what  to  do 
with  the  next  20  years  of  my  life,”  says 
Nora  Fascenelli  who  was  recruited  by 


Reader  leaders.*  Jim  Jennings  (left) 
and  Lou  Ziegler 


the  Daily  Sun  in  Yuma,  Arizona. 
“Reader  inc.  was  just  the  open  door  that 
I  was  waiting  for,  and  I  ran  through  it 
full  speed.” 

Whatever  their  age,  academic 
achievement  or  career  history,  the  stu¬ 
dents  are  all  united  behind  one  future 
goal:  to  serve  their  respective  commu¬ 
nities  as  journalists  on  the  local 
newspaper. 


The  new,  state-of-the-art  training 
center  is  the  first  of  its  kind  in  North 
America.  It  is  part  of  Thomson’s  multi¬ 
million  dollar  Reader  inc.  program 
which  is  designed  to  generate  long¬ 
term  readership  growth  through 
community  based  journalism. 

“In  addition  to  the  fundamentals  of 
journalism  program,  we  will  be  teach¬ 
ing  our  students  how  to  create  newspa¬ 
pers  that  focus  intently  on  the  needs 
and  wants  of  readers,”  says  Jim 
Jennings,  vice  president  and  editorial 
director,  Thomson  Newspapers. 

“Like  many  newspaper  groups,  we 
faced  the  problem  of  finding  talented 
journalists  who  have  knowledge  and 
experience  of  our  communities,  and 
who  have  a  passion  for  serving  the 
interests  of  readers  in  those  communities. 
This  is  our  solution." 

The  Reader  inc.  training  center  is  led 
by  Lou  Ziegler,  an  accomplished  editor 
with  award-winning  experience  on 
community  and  metro  newspapers. 


READER  inc. 
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Learn  MORE  about  the  activ¬ 
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industry  in  FPP,  Free  Paper 
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E&P  CALENDAR 


E-mail:  calendar@mecliainfo.com 

12-14  E&P  Online  Classifieds  Industry 
Symposium,  The  Editor  &  Publisher  Co.,  Hyatt 
Regency,  Austin,  Texas 

16-18  IFPA  Conference,  Independent  Free  Papers 
of  America,  Double  Tree  Inn,  Kansas  City,  Mo. 
16-19  NLGJA  Convention,  National  Lesbian  and 
Gay  Journalists  Association,  Atlanta  Sheraton,  Atlanta 
16-19  SEJ  National  Conference,  Society  of  Environmental  Journalists, 
University  of  California  at  Los  Angeles,  Los  Angeles 
22-23  WAN  1999  World  Forum  on  Newspaper  Strategy,  World 
Association  of  Newspapers,  Chateau  de  Bellingslise,  Compifegne,  France 
22-24  Third  Annual  Technology  Conference,  Society  of  American 
Business  Editors  and  Writers,  Cavanaugh’s  on  Fifth  Ave.  Hotel,  Seattle 
22-25  SNA  Fall  Publishers  &  Retail  Ad  Directors  Conference,  Suburban 
Newspapers  of  America,  Regal  Knickerbocker,  Chicago 
29  Newspaper  Features  Council  Annual  Conference,  Pan  Pacific 
Hotel,  Vancouver,  British  Columbia 

29-2  NNA  1 1 4th  Annual  Convention,  National  Newspaper  As.sociation, 
Park  Plaza,  Boston 

29-2  AASFE  Annual  Convention,  American  Association  of  Sunday  and 
Feature  Editors,  Pan  Pacific  Hotel,  Vancouver,  British  Columbia 
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3-5  SPJ  National  Convention,  Society  of 
Professional  Journalists,  Westin  Hotel,  Indianapolis 
7-10  “Power  to  the  States”  National 
Conference,  AP  Managing  Editors,  Colorado 
Springs  Gazette,  Investigative  Reporters  and 
Editors,  National  Conference  of  State  Legislatures, 


Pew  Center  for  Civic  Journalism,  and  stateline.org,  Westin  Hotel,  Denver 


11-14  Graphics  Canada  ’99,  The  International  Centre,  Toronto 
11-15  The  IFRA/WAN  World  Electronic  Publishing  Conference  and 
Exhibition:“Beyond  the  Printed  Word,”  RAI  Hotel,  Amsterdam 


13-15  SAPA  Conference,  Southea.stem  Advertising  Publishers 
Association,  Double  Tree  Galleria,  Atlanta 


13- 15  APME  Conference,  Associated  Press  Managing  Editors,  Peabody 
Hotel,  Memphis,  Tenn. 

14- 16  “Drawing  the  Line:  Political  Cartooning  Under  Pressure” 
Symposium,  School  of  Journalism  and  Mass  Communications,  University 
of  Iowa,  Iowa  City.  Iowa 

15- 20  lAPA  General  Assembly,  Inter  American  Press  Association,  Westin 
Galleria,  Houston 


21  -23  AAF  American  Marketing  Conference,  American  Advertising 
Federation.  Marriott  Rancho  Las  Palmas  Hotel.  Rancho  Mirage.  Calif. 
24-27  PRSA  International  Conference,  Public  Relations  Society  of 
America,  Hilton  Hotel,  Anaheim,  Calif. 


Note:  To  list  events,  plea.se  fax  to  Calendar  Editor  at  (212)  691-7287. 


Additional  information  about  these  and  future  events  can  be  found  at 
http://wvvw.mediainfo.com/ephome/events/eventshtm/calendar99.htm 


B&P 


Printed  in  USA.  Vol.  132,  No.  37,  September  11.  1999.  EDITOR  6^  PUBLISHER.  THE  FOURTH 
ESTATE  (ISSN:  (X)13-094X)  is  published  weekly  by  the  Editor  &  Publisher  Co.  Editorial  and  busi¬ 
ness  offices  at  1 1  W.  19th  St..  New  York.  NY  1(X)1 1.  Periodicals  postage  paid  at  New  York.  N.Y.,  and 
additional  mailing  offices.  Printed  at  The  Mack  Printing  Group,  Easton,  PA  18942.  Titles  patented  and 
registered  and  contents  copyrighted  1999  by  Editor  &  Publisher  Co.  Inc.  All  rights  reserved.  Annual 
subscription  $75  in  the  United  States  and  possessions  and  in  Canada.  All  other.  $135.  No  claims  for 
back  issues  honored  after  one  year. 

Postmaster:  PIea.se  send  address  change  to:  EDITOR  6f  PUBLISHER,  THE  FOURTH  ESTATE, 
P.O.  Box  3000.  Dept.  Editor  &  Publisher,  Denville.  NJ  07834-3000. 


Putting  Our 
Money  Where 
Our  Hopes  Are 


We’ll  let  others  wring  their  hands  about  the 
future.  Here  at  Florida’s  Best  Newspaper,  we’d  rather 
take  a  hand  in  shaping  it  —  through  the  lives  of  some 
extraordinary  young  people.  That’s  why  we’ve 
launched  a  new  St.  Petersburg  Times  scholarship 
program. 

At  least  four  students  a  year  from  the  Tampa  Bay 
area  will  receive  up  to  $60,000  apiece  for  their  college 
education.  We’re  looking  for  students  of  particular 
promise  who  need  a  hand  now  so  that  they  can  make 
a  difference  later.  “We  believe  in  young  people,  and 
we  believe  in  education,”  says  Andy  Barnes,  editor 
and  chairman  of  the  Times.  “These  scholarships  are 
a  small  payback  for  the  wonderful  support  we  have 
received  over  the  decades.” 

Within  a  few  years,  the  scholarships  will  add  up  to 
a  continuing  outlay  of  roughly  a  quarter-million 
dollars  each  year.  But  at  the  St.  Petersburg  Times, 
we’re  confident  that  our  business  will  sustain  this 
new  commitment  —  especially  if  we  invest  in  the 
people  and  communities  that  will  sustain  our  business. 

^tflctcrsiburg  ®imes! 

Florida’s  Best  Newspaper 

www.sptimes.com 


www.mecljainfo.com 
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Iowa  editor  sues 
over  source 

Abigail  St.  John  says  she  was  fired  as 
editor  of  The  Knoxville  (Iowa)  Journal- 
Express  because  she  refused  to  disclose 
the  name  of  a  source  —  to  her  publisher. 

In  an  unusual  lawsuit  filed  Sept.  8  in 
federal  court  in  Des  Moines,  St.  John  is 
suing  Community  Newspaper  Holdings 
Inc.  (CNHI),  parent  company  of  the  3,500- 
circulation  weekly,  for  “retaliatory  termi¬ 
nation  of  employment.”  The  suit  contends 
St.  John  refused  to  name  the  source  of  a 
story  she  was  still  checking  out  because 
she  was  sure  publisher  Brad  Day  would 
not  protect  the  tipster. 

St.  John’s  lawsuit  also  takes  direct  aim 
at  the  old  adage  that  “freedom  of  the 
press  belongs  to  those  who  own  a  press.” 

The  lawsuit  argues  that,  by  placing  St. 
John’s  source  in  jeopardy,  the  paper’s 
owner  is  interfering  with  her  news-gath¬ 
ering  ability  and  therefore  violating  both 
U.S.  and  Iowa  policies  of  ensuring  the 
free  flow  of  information. 

CNHl  spokesman  Kevin  Campman  says 
the  chain  doesn’t  comment  on  “ongoing 
personnel  issues,”  but  he  adds.  “We  believe 
in  protecting  the  confidentiality  of  our 
sources.  That’s  very  important  to  us  as  a 
newspaper  company.” —  Mark  Fitzgerald 

Newspaper  fiction 

—  on  purpose 

About  the  same  time  The  Arizona 
Republic  was  firing  a  columnist  for 
allegedly  making  up  people  and  stories. 
The  Press  of  Atlantic  City  was  proudly 
printing  in  August  a  two-part  series  from 
one  of  its  star  investigative  reporters  that 
was  fabricated  from  beginning  to  end. 

“Magic  at  the  Water’s  Edge”  by  reporter 
John  Froonjian  includes  made-up  charac¬ 
ters.  imaginary  situations,  and  invented 
dialog  —  on  purpose.  Each  summer  and 
Christmas  for  the  past  four  years,  the  New 
Jersey  daily  has  published  a  short  story 
written  by  one  of  its  newsroom  staffers. 

“It’s  just  a  fun  thing  we  like  to  do,  and, 
of  course,  you  have  a  lot  of  frustrated 
writers  in  the  newsroom  who  want  to  be 
published,”  says  features  editor  Alice 
Cranston.  The  rule  for  the  stories  that  run 
in  August  is  simple:  They  must  be  set 
somewhere  on  the  Jersey  Shore  during 
the  summer  months. 

Space  for  next  summer’s  short  story  is 

—  tentatively  —  budgeted,  Cranston 


says.  “One  reporter  already  has  [a  story] 
half  done,”  she  says.  “If  we  cut  it  out  of 
the  budget,  there’s  going  to  be  a  lot  of 
frustrated  people.”  —  Mark  Fitzgerald 

‘Scoops’  gone 
from  Boca  Raton 

When  the  Boca  Raton  (Fla.)  News 
decided  to  retire  its  8-year-old  mascot, 
“Scoop  the  Flamingo,”  not  everyone 
wanted  to  go  along  with  the  idea. 

Sure,  removing  the  pink-colored  char¬ 
acter  from  the  front  page  of  the  13,5(X)- 
daily-circulation  paper  was  no  problem. 
Scoop  officially  retired  from  the  news 
pages  as  of  Sept.  1 ,  in  an  attempt  to  change 
the  newspaper’s  image  after  new  owner 
Michael  Martin  took  over  in  April. 

But  convincing  newspaper  staffers  to 
relinquish  treasured  possessions  adorned 
with  the  feathered  friend’s  image  —  from 
posters  to  dolls  to  pens  —  took  a  little 
more  doing.  “A  lot  of  people  were  very 
emotional  about  it,”  says  News  im¬ 
age  management  director  Sean  Trapani. 


Eventually,  Trapani  created  a  contest 
that  promised  lunch  for  two  at  a  local 
restaurant,  four  tickets  to  a  Florida 
Marlins  baseball  game,  and  four  movie 
passes  to  the  employee  who  turned  in  the 
most  Scoop-related  trinkets.  In  the  end. 
editor  in  chief  Ron  Smith  came  in  first 
after  surrendering  37  items  with  Scoop’s 
name  or  image.  When  the  contest  closed, 
Trapani  says  more  than  500  Scoop  sou¬ 
venirs  were  given  up  by  workers. 

“You  know  what  they  say,”  Trapani 
adds.  “Old  flamingos  never  die,  they  just 
stand  very  still  on  someone’s  front  lawn.” 

—  Joe  Strupp 

Credibility  issues 
across  the  border 

On  both  sides  of  the  Rio  Grande,  news¬ 
paper  credibility  is  heading  south. 

The  first  extensive  study  of  the  credibil¬ 
ity  of  Mexican  newspapers  find  they  are 
losing  the  public’s  confidence  for  many  of 
the  same  reasons  U.S.  papers  are  falling 
out  of  favor. 

Mexico  City  readers  rate  newspaper 


EDITOR  a  PUBLISHER  /  SEPTEMBER  11.  1999 


QUOTE  Of  the  Week: 

“...  never  pick  your  own 
scab.  [The  meiJia]  are 
always  ready  to  do  it  for 
you.” 

—  Chicago  Tribune  sports 
columnist  Bernie  Lincicome 
to  tennis  player  Jennifer  Capriati 


credibility  lower  than  TV  or  radio,  and 
they  don’t  rate  anyone  very  high.  Almost 
one  in  five  said  the  “media  never  say  the 
truth.”  while  another  10%  said  they  “only 
believe  half  of  what  they  say.”  Just  4% 
said  the  “media  tell  the  truth,”  according 
to  the  study  sponsored  by  The  Dallas 
Morning  News. 

Fully  91%  of  Mexican  reporters  and 
editors  said  the  public  is  justified  in  its 
dissatisfaction  with  the  press.  And  80%  of 
the  journalists  said  their  papers  have 
ethics  codes,  but  48%  said  they  are  never 
applied.  Nearly  two-thirds.  63%,  said 
their  papers  “rarely”  publish  corrections. 

The  accelerating  news  cycle  —  and  its 
sometimes  corrosive  effect  on  credibility 
—  has  also  infected  Mexico:  By  a  70%  to 
18%  margin,  journalists  say  they  would 
rather  msh  the  very  latest  news  into  print  if 
double-checking  the  facts  means  people 
would  have  to  wait  longer  to  hear  about  the 
story.  —  Mark  Fitzgerald 

Star  worker  said 
little,  gave  a  lot 

Raymond  “Tony”  Nestle  brought  a 
lunch  pail  to  work  every  day  in  the  mail 
room  of  the  Lincoln  (Neb.)  Journal  Star, 
and  was  making  $6.33  an  hour  when  he 
retired  in  1976  after  20  years. 

Still,  he  managed  to  sock  away  enough 
to  invest  a  bit  in  the  stock  market  over  the 
years.  On  Sept.  1,  Lincoln  Mayor  Don 
Wesely  announced  that  Nestle,  who  died 
in  February  at  age  87,  left  $1.2  million  to 
the  Lincoln  City  Library  Foundation,  its 
biggest  donation  ever. 

Nestle’s  millionaire  status  surprised 
acquaintances,  who  described  him  as  a  big, 
quiet,  hard-working  man  who  always  wore 
a  blue  chambray  shirt  and  carpenter  pants. 

Nestle  was  an  avid  reader  who  read  the 
newspaper  cover  to  cover.  Fittingly,  his 
gift  will  help  buy  new  books  for  the 
library.  —  Lucia  Moses 

www.mediainfo.com 


Through  the  PARADE/ react  Young  Columbus  Program 
Ireland — ^April  12-20,  2000 

PARADE  and  react  are  inviting  their  distributing  newspapers 
to  coordinate  local  youth  carrier  and  Newspaper  In  Education 
contests  that  will  reward  outstanding  young  people — between 
the  ages  of  12  and  18 — with  the  Young  Columbus  2000  cultural 
and  educational  “adventure  of  a  lifetime”  in  Ireland. 

Newspaper  contacts  are  challenged  to  design  contests  that 
connect  the  newspaper  with  young  people... screen  all  finalists  based 
on  essays  or  projects,  teacher  or  customer  recommendations,  and 
personal  interviews... and  select  bright,  responsible,  enthusiastic 
YC  2000  winners. 

Based  in  Limerick  and  Dublin,  YC  2000  representatives  will 
visit  historic  sites.. .participate  in  cultural  events.. .and  meet  with 
dignitaries  and  Irish  teens.  These  young  ambassadors  will  return 
to  their  communities  with  a  better  understanding  of  themselves 
and  the  world. 


“THE  ADVENTURE  OF  A  LIFETIME” 

Contact  Uz  Manigan,  VP/Promotion  Director,  Nawapapar  Ralatlona 
0212-460-7058 


01 999  Parade  Publications,  react  is  a  trademark  of  Advance  Magazine  Publishers,  Inc. 


E&P  Co.  sale  finalized 

BPI  Communications  Inc.  completes  purchase  Sept.  9 


by  Lucia  Moses 


The  previously  announced  sale  of 
the  Editor  &  Publisher  Co.  to  bpi 
Communications  Inc.  was  finalized 
Sept.  9,  ending  the  company’s  long  histo¬ 
ry  of  family  ownership. 

Reflecting  a  pattern  of  consolidation 
in  the  magazine 
industry,  New  York- 
based  BPI  will  fold 
the  E(S'P  Co.’s  op¬ 
erations  into  its 
Adweek  Magazines 
group,  which  con¬ 
sists  of  Adweek, 

Brandweek,  Media- 
week,  Shoot,  and 
MC  magazines.  The  John  Babcock  Jr., 
group  also  has  on-  president  and 
line,  conference,  di-  CEO,  BPI 
rectory,  and  training 

operations,  and  awards  competitions, 
including  the  Clio  advertising  awards. 
Michael  E.  Parker  is  group  publisher. 

The  EiS’P  Co.,  also  based  in  New  York, 
publishes  the  E&P  weekly  magazine  — 
as  well  as  mediainfo.com,  a  six-times-a- 
year  supplement  covering  the  online 
news  industry,  and  Free  Paper  Publisher, 
a  monthly  magazine  covering  the  free 


community  paper 
industry.  The  EdfP 
Co.  also  operates  a 
Web  site,  E(SfP  In¬ 
teractive,  at  http:/' 
w  w  w .  m  e  d  i  a  i  n  f  o . 
com,  directories, 
and  conference  ope¬ 
rations.  The  com¬ 
pany  has  70  em-  MarkA.  Dacey, 
ployees.  president,  Adweek 

John  Babcock  Jr.,  Magazines 
president  and  CEO  of 

BPI  Communications,  says  he’s  been 
interested  in  acquiring  the  E<S’P  Co.  for 
the  past  seven  years. 

“I  always  thought  it  was  the  perfect  fit, 
because  we  do  the  same  things,”  he  told 
employees  at  a  reception  given  by  bpi  for 
E^fP  Co.  staffers.  “Sooner  or  later,  every¬ 
one  seems  to  get  acquired.” 

BPI  is  a  subsidiary  of  vnu-USA,  which 
is  owned  by  Dutch  publishing  giant  VNU 
N.v.  VNU-USA  also  owns  Bill  Communi¬ 
cations,  VNU  Marketing  Information  Ser¬ 
vices,  and  SRDS,  which  is  a  provider  of 
media  rates  and  data  to  the  advertising 
industry. 

BPI  provides  specialized  publications, 
electronic  data,  and  marketing  services  to 
the  entertainment,  media,  marketing,  arts 


and  design,  and  consumer  fields.  Its  23 
magazines  also  include  Billboard,  The 
Hollywood  Reporter,  Architecture,  In¬ 
teriors,  and  American  Artist. 

New  York  media  investment  banking 
firm  Veronis,  Suhler  &  Associates  han¬ 
dled  the  sale.  No  purchase  price  was  dis¬ 
closed. 

EfifP  Co.  co-publishers  D.  Colin 
Phillips  and  Chris  Phillips  say  they 
decided  earlier  this  year  to  put  their  fam¬ 
ily’s  company  up  for  sale  because  limit¬ 
ed  finances  prevented  it  from  reaching 
its  potential. 

The  co-publishers  and  senior  vice 
president/editor  Brian  Steffens  left  the 
company  as  part  of  the  sale.  Mediaweek 
editor  Bill  Gloede,  who  worked  for  E&P 
from  1979  to  1984,  was  appointed  inter¬ 
im  editor  while  the  company  looks  for  a 
new  top  editor. 

“We’re  proud  to  have  worked  with 
such  a  great  staff  and  continue  the  edito¬ 
rial  independence  E&P  was  known  for 
under  the  Brown  family,”  Chris  Phillips 
says  of  the  longtime  owners.  “We  think 
BPI  will  continue  to  help  E&P  grow  in 
the  future.” 

BPI  says  it  plans  to  expand  the  compa¬ 
ny’s  core  products,  conferences,  and 
online  presence,  leveraging  the  EdfP 
brand. 

“Editor  &  Publisher  is  a  strong  brand 
franchise.”  says  Mark  A.  Dacey,  president 
of  Adweek  Magazines  and  executive  vice 
president  of  BPI.  “We  plan  to  invest 
aggressively  in  the  products  and  in  mar- 


History  of  the  Editor  &  Publisher  Co.  at  a  glance 


1884  The  Journalist  is  founded  by  C.  J.  Byrne  and 
Leander  Richardson  as  a  weekly  magazine  for 
professional  journalists.  The  magazine  rarely 
exceeds  12  pages. 

■  '•41892  Newspaperdom  is  started  by 
.  Charles  S.  Patterson  as  a  trade 
I  journal  for  the  makers  of  newspapers. 

f  1894  The  Fourth  ► 

[  Estate  is  begun  by 
j  Ernest  F.  Birmingham. 

G^^5’<1901  The  Editors, 

^  Hhr  Publisher  is  launched. 

Features  include  an 
editorial  in  the  front 
of  the  magazine,  as  well  as  a  railroad 
timetable  that  becomes  a  regular 
feature. 


j|4l915  An  advertisement  appears 

Sfor  the  first  time  on  the  cover  of 
The  Editor  &  Publisher. 


1921  First  Editor  &  Publisher 
International  Year  Book  iamches. 


[ _ -  1924  ?\rs\  Syndicate  Directory  is 

published. 

1924  First  Editor  i  Publisher  Market  Guide  is 
published. 

1925  E&P  acquires  Newspaperdom. 

1927  E&P  merges  with  The  Fourth  Estate. 

1932  First  annual  Newspaper  Promotion  Awards 
are  given  out. 


llipci  1958  Robert  U. 

Brown  becomes  editor 
and  publisher  of  E&P. 

1972  E&P’s  first  Jooma//s/77 
Awards  and  Fellowships  Directory  is 
published. 

1984  E&P  celebrates  its  tooth  ► 
anniversary. 

1988  First  Interactive  Newspapers 
Conference  is  held. 


1990  Free  Paper  Publisher  is 
launched. 


1944  f&P  redesigns  to  a 
smaller  format  due  to  WWII. 


1907  The  Editor  &  Publisher 
merges  with  The  Journalist 

1912  James  Wright  Brown 
purchases  controlling  stock, 
51%,  in  E&P.  ► 


1944  Robert  U.  Brown 
becomes  editor  of  E&P. 


1 951  E&P's  first  two-color 
cover  is  printed. 


■niiiiiiiii 

41990  D.  Colin 

Phillips  joins  E&P 

wnm 

rC’ 

June  11. 

1992  Christopher 

Phillips  joins  E&P 

Jan.  3.  ► 

_ 

1994  The  E&P  Year  Book  and 
Market  Guide  first  become 
available  on  CD-ROM. 


1995  Editor  &  Publisher 
Interactive  Web  site  launches.^ 
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TV  columnist  canned 

But  Star/News  executive  says  he  still  trusts  his  staff 


keting  to  make  it 
even  better. 

“The  fit  is  self- 
evident,”  Dacey  says. 

“Additionally,  we 
will  be  able  to  com¬ 
bine  our  many  prod¬ 
ucts  in  new  ways 
that  will  add  value 
for  both  readers  and 
advertisers.” 

BPI  says  it  will 
continue  E&P's 
coverage  of  newspapers  while  enhancing 
its  coverage  of  key  challenges  to  the  indus¬ 
try’s  future. 

E&P  dates  back  to  1884,  when  The 
Journalist,  a  weekly,  was  founded.  E&P 
was  launched  in  1901  and  merged  with 
The  Journalist  in  1907. 

James  Wright  Brown  bought  E&P  in 
1912.  and  the  company  remained  in  his 
family  until  the  present. 

In  1921,  Brown  published  the  first 
Editor  &  Publisher  International  Year 
Book,  a  directory  of  newspapers  that  was 
later  expanded  to  a  series  of  annuals. 

His  son.  Robert  U.  Brown,  took  over  as 
editor  in  1944  and  as  publisher  in  1958. 
Robert  U.  Brown  led  the  magazine  until 
1996,  when  he  turned  over  day-to-day 
control  of  the  company  to  his  grandsons, 
D.  Colin  Phillips  and  Chris  Phillips. 

BPi  executives  say  the  company 
intends  to  continue  the  editorial  integri¬ 
ty  of  E&P  maintained  by  the  Brown 
family.  IH 

1996  E&P  acquires  Free  Paper  Publisher. 

1996  First  E&P  U.S.  Market  Forecasts  is 
published. 

1996  The  E&P/FPP  Community  Specialty  &  Free 
Publications  Year  Book  is  established. 

1997  Mediainfo.com  —  The  Journal  of  the  Online 
News  Industry  \s  first  published. 

1997  E&P  acquires  the  Interactive 
Newspapers  Conference. 

1998  f<SP  launches  its  new  cover 

design  —  removing  large 
advertisements  from  the  front  page 
—  Sept.  12.  ► 

1999  BPI  finalizes  purchase  Sept.  9  of  the  E&P 
Co.,  which  includes  E&P,  FPP,  mediainfo.com,  E&P 
Interactive,  and  the  company's  directories. 


by  Joe  Strupp 

Although  he  had  to  fire  his  TV 
columnist  Sept.  7  for  plagiarism. 
Indianapolis  Star  and  News  exec¬ 
utive  editor  Frank  Caperton  says  he  will 
continue  to  trust  his  staff’s  reporting  and 
does  not  believe  any  new  ethical  safe¬ 
guards  are  needed. 

“We  hire  journalism  professionals,  and 
we  trust  them,”  Caperton  says.  “Unless 
there  is  reason  to  doubt  it,  we  trust  that  the 
work  turned  in  is  that  of  the  person  who 
turned  it  in.  We  already  have  a  policy  that 
you  don’t  make  things  up  and  you  do  your 
own  work.” 

Caperton’s  comments  followed  the  fir¬ 
ing  of  TV  writer  Steve  Hall,  who  lost  his 
Job  of  13  years  after  editors  found  an 
alleged  pattern  of  plagiarism  in  articles 
dating  back  as  far  as  1997. 

Hall,  who  had  been  suspended  without 
pay  for  three  weeks  Aug.  27  after  admit¬ 
ting  he  plagiarized  one  column,  was  given 
the  permanent  pink  slip  after  editors  found 
evidence  of  plagiarism  in  at  least  six  pre¬ 
vious  articles. 

“We  looked  at  a  fairly  large  number  of 
stories  and  found  half  a  dozen  that  con¬ 
cerned  us,”  says  Caperton.  “He  is  dis¬ 
missed,  and  we  are  satisfied  with  the 
action  we  have  taken.” 

In  a  statement  printed  in  the  Star/News 
Sept.  8,  Caperton  explained  the  action  to 
readers.  “Hall  had  been  warned  at  the  time 
of  his  suspension  that  he  would  be  dis¬ 
missed  if  further  lapses  came  to  light,”  the 
statement  says. 

But  Hall  has  defended  his  stories  and 
says  he  never  stole  anyone’s  work.  “If 
there  were  similarities,  it  was  totally 
unconscious  on  my  part,”  says  the  41- 
year-old  veteran  columnist. 

Hall  says  it  should  not  surprise  anyone 
that  two  reporters  who  cover  the  same 
event  or  review  the  same  programs  write 
similar  accounts.  “It  is  inevitable  when 
you  get  writers  doing  the  same  thing  on 
deadline,”  he  says.  “I  never  made  up  any¬ 
thing.  1  wrote  about  shows  1  watched  and 
press  conferences  1  went  to.” 

The  ex-columnist  says  he  will  not  fight 
the  dismissal  and  will  not  pursue  any  legal 
action  against  the  newspaper,  but  he  slams 
it  for  making  the  issue  public. 

Hall  also  blames  editors,  in  part,  for 
contributing  to  the  problem  by  piling 


work  on  him.  “Part  of  the  problem  is  they 
judge  performance  on  story  count,”  he 
says,  claiming  his  current  situation  stems 
from  a  rush  to  finish  stories.  “Unless  you 
are  a  high  producer,  you  are  not  meeting 
standards.” 

Caperton  denies  Hall’s  charge  of  over¬ 
work,  saying  the  writer  tried  to  do  too 
many  stories  on  his  own.  “Mr.  Hall  was 
advised  by  his  editors  that  he  didn’t  need 
to  produce  as  much  as  he  was  producing.” 
Caperton  says.  “Any  overwork  was  self- 
inflicted.” 

Hall,  who  is  married  to  a  Star/News 
library  employee  and  the  father  of  two  chil¬ 
dren,  also  criticizes  the  newspaper  for  mak¬ 
ing  his  initial  suspension  public  with  a 
front-page  story.  He  contends  the  matter 
should  have  been  discussed  in-house  only. 
“1  wasn’t  happy  with  the  way  the  paper  han¬ 
dled  the  entire  thing,”  says  Hall.  “I  feel  like 
it  is  not  a  big  thing  to  most  readers.” 

Street  questions 
Times  Mirror  move 

Times  Mirror  Co.’s  plans  to  unload 
some  of  its  weaker  assets  to  focus  on 
its  core  businesses  has  some  Wall  Street 
analysts  still  wondering  about  the  compa¬ 
ny’s  long-term  growth  strategy. 

Times  Mirror,  publisher  of  the  Los 
Angeles  Times,  plans  to  sell  its  profession¬ 
al  training,  software,  and  health  informa¬ 
tion  units,  as  well  as  a  sports  magazine 
and  companion  Web  site.  The  move  is 
expected  to  boost  earnings  in  2000. 

Times  Mirror  also  will  complete  a 
complex  transaction  with  the  Chandler 
Trusts  that  will  result  in  fewer  shares  out¬ 
standing  and  lower  dividend  payments. 

Lauren  Rich  Fine  of  Merrill  Lynch 
says  the  asset  sales  should  generate  at 
least  $400  million.  “It  certainly  has  the 
nice  effect  of  putting  window  dressing  on 
earnings,  but  doesn’t  do  anything  to  affect 
long-term  earnings,”  she  says. 

While  she  continues  to  recommend 
Times  Mirror  stock  to  investors,  she  says 
her  confidence  in  the  company’s  ability  to 
buy  properties  and  turn  them  around  is  “a 
little  shaken.” 

Analysts  such  as  Steve  Barlow  of 
Credit  Suisse  First  Boston  are  looking  for 
revenue  growth  at  the  Times,  the  compa¬ 
ny’s  main  profit  driver.  —  Lucia  Moses 


Michael  E.  Parker, 
publisher,  Adweek 
Magazines 
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Yearbook  ruling  stays 


U.S.  Court  of  Appeals  upholds  KSU  confiscation  in  ’94 

by  Joe  Strupp  _  ^ 


T 


IN  SPIRIT 


I  he  attorney 
representing 
Kentucky 
State  University  stu¬ 
dents,  who  sued  cam¬ 
pus  officials  for  con¬ 
fiscating  thousands  of 
copies  of  the  1994  stu¬ 
dent  yearbook,  says  he 
will  seek  a  review  of 
last  week’s  federal 
court  of  appeals  deci¬ 
sion  upholding  the  university’s  actions. 

Bruce  Orwin,  who  argued  for  the  stu¬ 
dents  before  the  Sixth  Circuit  Court  of 
Appeals  in  Cincinnati,  says  the  court’s 
split  decision,  handed  down  Sept.  8,  is  a 
slap  against  press  freedom. 

“It  really  has  cut  into  students’  journal¬ 
ism  rights,”  says  Orwin,  who  says  he  will 
ask  the  appeals  court  to  review  the  case 
again.  “We’re  disappointed.” 

But  Guthrie  True,  the  university’s 
lawyer,  disagrees.  He  says  the  ruling  is 
proper  because  the  yearbook  is  not  similar 


The  1994 

Kentucky  State  University  year¬ 
book,  confiscated  by  campus  offi¬ 
cials,  prompted  a  court  battle. 


to  a  newspaper. 
“It  is  not  a  p  iblic 
forum,”  he  says. 
“It  was  not  created 
to  be  open  for  pub- 
i,  lie  comment.” 

The  appeals  court 
upheld  a  lower  court 
ruling  that  has  al¬ 
lowed  Kentucky  State 
University  to  keep 
more  than  2,000  copies 
of  a  yearbook  confis¬ 
cated  by  the  university 
in  1994.  The  case,  known  as  Kincaid  vs. 
Gibson,  has  been  closely  watched  by  stu¬ 
dent  press  freedom  advocates,  who  fear  it 
could  set  a  precedent. 

The  battle  began  when  university  offi¬ 
cials  at  the  Frankfort,  Ky.,  campus  confis¬ 
cated  copies  of  the  student-produced  year¬ 
book,  “The  Thorobred.”  Campus  officials 
claimed  that  the  yearbooks  should  not  be 
distributed  because  their  color  design  did 
not  include  the  school  colors,  and  that  some 
of  the  inside  work,  including  a  current 
events  section,  was  of  “poor  quality.”  Hi 


Bay  Area  brouhaha 

Chronicle-Examiner  deal  under  official  microscope(s) 


by  Lucia  Moses 

San  Francisco’s  district  attorney  has 
added  himself  to  the  list  of  author¬ 
ities  looking  into  whether  the  sale 
of  the  San  Francisco  Chronicle  and  its 
potential  merger  with  the  San  Francisco 
Examiner  violate  antitrust  laws. 

District  Attorney  Terence  Hallinan  has 
been  investigating  the  possible  merger  for 
at  least  four  weeks,  a  spokesman  says.  The 
probe  is  independent  of  similar  inquiries 
by  the  California  attorney  general  and  San 
Francisco  city  attorney’s  offices,  the 
spokesman  says. 

“The  proposed  buyout  has  major 
implications  for  the  Bay  Area,  and  ques¬ 
tions  stirred  by  the  original  merger  are 
now  all  the  more  intense  with  this  new 
impending  merger,”  Hallinan  says  in  a 
prepared  statement.  “Every  law-enforce¬ 
ment  agency  in  the  Bay  Area  and  the  state 
attorney  general’s  office  are  concerned 
and  want  to  take  a  look  at  it  and  see  if 


there’s  anything  legally  to  fear.” 

The  Hearst  Corp.,  owner  of  the  Exam¬ 
iner,  announced  in  August  that  it  is  buying 
the  Chronicle,  its  joint  operating  agree¬ 
ment  (JOA)  partner,  and  plans  to  merge  the 
two  papers  unless  a  buyer  of  the  Examiner 
emerges,  which  observers  say  is  unlikely. 

Some  fear  a  merged  paper  would  hurt 
competition  and  leave  the  city  with  fewer 
editorial  voices,  prompting  members  of 
the  city’s  board  of  supervisors  to  call  for 
the  U.S.  Justice  Department  to  hold  hear¬ 
ings  in  the  city  before  approving  the 
Chronicle  sale.  No  date  has  been  set. 

Deputy  city  attorney  Pat  Mahoney 
says  his  office  has  been  talking  with  the 
Justice  Department,  which  has  jurisdic¬ 
tion  over  the  Chronicle  sale  and  potential 
merger,  and  state  attorney  general  about 
the  case.  “We  expect  there  will  be  a  coor¬ 
dinated  review  of  this  matter,”  he  says. 
“We’re  looking  at  all  legal  issues.” 

Examiner  and  Chronicle  executives 
couldn’t  be  reached  for  comment. 


1  0 


‘Death  tax’  claims 
two  more  victims 

As  the  U.S.  Congress  debates  repeal¬ 
ing  the  estate  tax,  Michael  Gartner 
and  Gary  Gerlach  are  being  forced  to  sell 
The  Tribune  and  their  chain  of  communi¬ 
ty  papers  in  Iowa  as  a  direct  result  of  the 
levy  opponents  call  “the  death  tax.” 

“It  will  be  a  miracle  if  we  don’t  have  to 
sell  [The  Tribune],"  says  Gerlach,  pub¬ 
lisher  of  the  10,000-circulation  paper  in 
the  college  town  of  Ames. 

The  reason  is  the  death  in  January  of 
David  W.  Belin,  the  Des  Moines  lawyer 
who  was  a  one-third  partner  with  Gartner 
and  Gerlach  in  Partnership  Press. 

“His  death  was  very  unexpected,” 
Gerlach  says.  “It  wasn’t  part  of  our  plans 
obviously.  He  was  a  one-third  partner, 
and  under  the  law  the  estate  tax  comes 
due  in  October.” 

Partnership  Press  has  been  winding 
down  its  business  for  several  months.  In 
the  spring,  it  sold  its  Maverick  Media 
community  papers  in  Missouri  to  Liberty 
Publishing,  and  more  recently  it  shed  its 
group  of  shoppers  in  v/estem  Illinois. 

“We  are  systematically  reviewing  all 
our  properties,”  Gerlach  says. 

Gartner,  a  Pulitzer  Prize  winner  who 
gained  prominence  as  Page-One  editor 
of  The  Wall  Street  Journal,  editor  of  The 
Des  Moines  Register,  and  president  of 
NBC  News,  tells  The  New  York  Times  he 
intends  to  work  full-time  at  the  Iowa 
Cubs,  the  triple-A  Chicago  Cubs  farm 
team  he,  Gerlach,  and  an  attorney 
bought  earlier  this  year. 

—  Mark  Fitzgerald 

Post  taps  Hiatt 
for  new  post 

Fred  Hiatt,  an  editorial  writer  for  The 
Washington  Post,  was  named  the 
paper’s  editorial  page  editor,  filling  the 
position  held  by  longtime  editor  Meg 
Greenfield,  who  died  in  May. 

Hiatt,  44,  will  take  over  in  several 
months  upon  the  retirement  of  Stephen  S. 
Rosenfeld,  who  was  named  interim  edito¬ 
rial  page  editor  after  Greenfield’s  death. 

Hiatt  began  his  reporting  career  at  the 
Atlanta  Journal  in  1979.  After  a  brief 
stint  at  the  Washington  Star,  which  folded 
in  1981,  he  joined  the  Post,  where  he  has 
specialized  in  foreign  affairs.  He  was  a 
finalist  for  a  Pulitzer  Prize  this  year. 

—  Lucia  Moses 
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workshops  at  the 

1999  APME  National  Conference 
Oct.  13-16 

Practical  Tips  to  Help  You  Manage  Your  Newspaper 
Designing  Pages,  Building  Web  Sites,  Hiring  Talented  Journalists 


Workshops  include: 

•25  Training  Ideas  for  Small  Newspapers  •Journalism  and  Civil  Rights 

with  Few  Resources 

•Media  coverage  of  Y2K 

•Growing  Spirituality:  An  examination  of  whether 

your  newspaper  reflects  readers’  heightened  interest  •Building  Credibility:  Critical  Issues  for  Editors 
of  faith,  values  and  ethics 


1999  APME  National  Conference 
Oct.  13—16  •  Peabody  Hotel,  Memphis,  Tennesee 

Register  now!  Contact  Bruce  Nathan,  at  212-  621-1552  or  e-  mail  bnathan@ap.org 
For  more  information,  visit  our  Web  site  at  www.apme.com 

The  Associated  Press  Managing  Editors  Association 
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Selling  Latino  papers 

Reps’  messag^o  marketers:  We  speak  your  language 


by  Mark  Fitzgerald 

CHICAGO  —  At  a  time  when  it  seems 
all  things  Latino  are  hot,  hot,  hot,  Spanish- 
language  papers  are  desperately  trying  to 
escape  a  marketing  image  that  is  more 
Rodney  Dangerfield  than  Ricky  Martin. 

To  the  frustration  of  Hispanic  publish¬ 
ers,  advertising  agencies  often  treat  Span- 
ish-language  or  bilingual  newspapers  as 
afterthoughts  in  their  marketing  plans. 

“The  way  agencies  look  at  Hispanic 
media  is  TV  first,  then  radio,  and  then 
magazines.  And  newspapers  are  last,” 
says  Lisa  Skriloff,  president  of  Multi¬ 
cultural  Marketing  Resources,  a  public- 
relations  and  marketing  company. 

That’s  true  even  among  many  Hispanic- 
owned  agencies,  as  was  evident  during  the 
recent  Association  of  Hispanic  Adver¬ 
tising  Agencies  semiannual  meeting  here. 

“As  you  know,  Hispanic  print  is  not 
usually  the  first  choice  of  agencies  and 
advertisers,”  Robert  Armband,  associate 
publisher  of  Chicago-based  La  Raza,  tells 
approximately  120  ahaa  members.  He 
goes  on  to  enumerate  the  advantages  of 
the  weekly:  A  paid  circulation  base  of 
nearly  50,000;  a  total  market  coverage 
program  that  adds  another  100,000  distri¬ 


bution;  readers  who  say  they  spend  two  to 
three  hours  with  the  paper  each  week;  and 
a  study  that  puts  readership  at  400,000 
and  penetration  at  60%  of  Hispanic 
households. 

“Neither  TV  nor  radio  has  the  penetra¬ 
tion  of  La  Raza”  Armband  says.  “As  sur¬ 
prising  as  it  may  seem  to  you,  print  does 
deliver  in  Chicago.” 

A  New  York-based  agency  executive 
listens,  but  is  not  necessarily  swayed. 

“Unfortunately  as  we  heard  the  guy 
from  La  Raza  say,  [newspapers]  are  not  in 
front,  they’re  not  top  of  mind,”  Karen 
Treydle  of  Conill  Advertising  says  later  in 
a  hallway.  “We  look  at  newspaper  as  a 
local,  retail  buy.” 

Newspaper,  she  adds,  has  “the  power 
of  the  printed  word  and  newsworthiness, 
and  that  counts  for  something.”  But  the 
circulation  and  penetration  numbers  of 
Hispanic  papers  are  not  always  reliable, 
says  Treydle,  whose  main  client  is  Toyota 
automobiles. 

That  was  a  common  sentiment  among 
AHAA  meeting  attendees,  and  a  frustrating 
one  for  papers  like  La  Raza,  audited  by 
Certified  Audits  of  Circulation,  and  New 
York’s  El  Diario/La  Prensa,  audited  by 
the  Audit  Bureau  of  Circulations. 


Are  you  one  of  the  best? 


Have  you  published  or  broadcast 
outstanding  stories  on  race 
and  ethnidty  during  the  last 
two  years?  Did  you  pierce 
stereotypes?  Stir  debate? 

If  we  find  your  newspaper  or  TV  work 
among  the  nation's  best,  we  will  invite 
you  to  discuss  it  next  June  with  media 
leaders  at  innovative  Workshops  on  Race 
and  Ethnicity  held  by  the  Graduate  School 
of  Journalism  at  Columbia  University. 
Honorees  will  receive  a  $500  award  and 
travel  expenses. 


Submit  copies  of  your  work 
(clippings,  photocopies  or  VHS- 
format  tapes)  and  a  nomination 
letter  by  Nov.  1,  1999,  to: 
Professor  Sig  Gissler 
Graduate  School  of  Journalism 
Columbia  University 
2950  Broadway,  MC  3817 
New  York,  NY  10027 
For  further  information: 

(212)  854-3869 
(212)  854-7837  Fax 
sgl38@columbia.edu 
www.jrn.columbia.edu/workshops 


GRADUATE  SCHOOL  OF 

JOURNALISM 

COLUMBIA  UNIVERSITY 
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“Ad  agencies  have  the  tendency  to  pay 
more  attention  to  the  flamboyant  and  more 
entertaining  media,”  says  El  Diario  nation¬ 
al  accounts  manager  German  Cardenas. 
“And  they’re  in  love  with  celebrities.” 

Hispanic  newspapers  are  jazzing  them¬ 
selves  up.  After  years  as  an  old  gray  lady. 
La  Opinion,  the  Los  Angeles  daily,  now 
bursts  with  color.  La  Raza  and  its  closest 
competitor,  the  Chicago  Tribune-owned 
Exito,  feature  tabloid  entertainment  pull¬ 
outs  with  extensive  coverage  of  the  La¬ 
tino  entertainment  world. 

“We’re  making  more  of  a  commitment 
than  ever  to  entertainment,”  El  Diario's 
Cardenas  says.  “The  paper  is  evolving.” 

Newspaper  has  at  least  two  big  advan¬ 
tages  over  broadcast  in  the  Hispanic  mar¬ 
ket.  Cardenas  and  others  say;  the  credibil¬ 
ity  of  print  and  the  ability  to  appeal  to  all 
segments  of  the  Hispanic  market. 

Viewers  sometimes  criticize  Spanish- 
language  networks  for  being  “too  Cuban” 
or  “too  Mexican.”  Radio  music  formats 
turn  off  some  nationalities  even  as  they 
appeal  to  others. 

“The  paper  enjoys  not  having  that 
problem,”  Cardenas  says. 

Because  of  the  growth  of  the  Hispanic 
population  —  and  the  increasing  interest 
advertisers  have  in  it  —  Hispanic  papers 
are  getting  more  and  more  ad  dollars. 

“But  we’re  here,”  Cardenas  says,  “to 
make  the  agencies  a  little  more  conscious 
of  the  value  of  what  we  offer.”  Hi 


BRIEF 


Exec  shuffle  at 
Knight  Ridder 

Mindi  Keiman,  vice  president  of  oper¬ 
ations  for  Knight  Bidder’s  newspa¬ 
pers,  was  named  general  manager  of  the 
San  Jose  (Calif.)  Mercury  News.  New 
products  and  services  at  the  newspaper 
increased  the  need  for  the  position,  which 
had  been  left  vacant  for  several  years. 

Keiman’s  old  position  will  not  be  filled 
immediately.  Instead,  her  duties  will  be 
distributed  among  three  other  top-level 
managers:  Steve  Rossi  and  Frank  Mc- 
Comas,  both  senior  vice  presidents  for 
operations,  and  Joseph  “Chip”  Visci,  for¬ 
mer  assistant  to  chairman  and  CEO  Tony 
Ridder.  In  addition,  Visci  was  named 
assistant  vice  president.  The  changes  took 
effect  Sept.  7. 

Knight  Ridder  publishes  31  daily 
newspapers  and  operates  45  Knight 
Ridder  Real  Cities  Web  sites. 
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daily. 


Does  your  Web  site  have  insight?  Does  it  need  a 
daily  dose  of  fresh  ideas  and  inspiration?  Give  your 
site  a  powerful  boost  with  jU.yjjiljcijiy,  the  Web's 
ultimate  content  marketplace.  iSyndicate  delivers 
breaking  news  headlines  and  photos,  in-depth 
^  articles,  even  audio  and  video — direct  to 
^  your  site,  updated  automatically  throughout 
the  day.  From  market  trends  to  fashion  trends,  see 
what  over  500  content  providers  like  The  Associated 
Press,  RollingStone.com,  CBS  SportsLine  and  CNET 
can  do  for  your  business.  Visit  the  Web’s  one-stop 
content  shop  at  www.isyndicate.com. 
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Share  and  share  alike 

New  England  papers  join  forces  to  cover  more  news 


by  Mark  Fitzgerald 

Cooperation  is  replacing  competi¬ 
tion  among  some  prominent 
regional  newspapers  in  Maine  and 
New  Hampshire. 

When  the  Bangor  Daily  News  and 
Lewiston’s  Sun-Journal  began  sharing 
news  stories  and  features  this  summer,  the 
two  Maine  papers  joined  a  movement  that 
started  slowly  in  New  Hampshire  during 
the  early  1990s  —  and  has  accelerated 
rapidly  over  the  last  year. 

Readers  in  both  states  now  increasing¬ 
ly  see  story  bylines  in  their  local  paper 
that  credit  other  newspapers  and  writers. 
In  effect,  the  New  Hampshire  and  Maine 
papers  have  created  informal  news  ser¬ 
vices  that  bypass  the  traditional  report  of 
The  Associated  Press. 

“We  share  mostly  features,  although 
occasionally  we’ll  share  an  in-cycle 
[news]  story  if  someone  calls  and  would 
rather  have  our  story  than  AP’s,”  says 
Marty  Karlon,  managing  editor  of  The 
Telegraph  in  Nashua,  N.H.  “For  us,  it’s  a 
way  of  strengthening  our  coverage  of 
New  Hampshire.” 

In  New  Hampshire,  stories  are  regular¬ 
ly  swapped  among  The  Telegraph,  the 


Concord  Monitor,  The  Keene  Sentinel, 
and  the  Portsmouth  Herald.  Editors  in 
both  states  say  the  sharing  is  a  natural 
result  not  only  of  their  own  geographic 
situations,  but  also  of  changes  in  the 
media  environment  at  large. 

“Newspapers  in  Maine,  we  don’t  com¬ 
pete  with  each  other.  We  really  don’t  have 
a  dominant,  statewide  paper,”  says  Sun- 
Joumal  executive  editor  Rex  Rhoades. 
“But  we  do  face  competition  from  so 
many  other  directions,  whether  it’s  maga¬ 
zines,  broadcast,  [or]  the  Internet.” 

“We  compete  for  people’s  time,”  adds 
Bangor  Daily  News  editor  A.  Mark  Wood¬ 
ward.  “We  don’t  even  compete  with  local 
TV.  Right  now,  we’re  doing  a  joint  project 
with  the  local  station  on  speeding.” 

For  the  Daily  News,  free  trade  in  jour¬ 
nalism  even  crosses  international  borders. 
The  paper  occasionally  shares  stories 
with  papers  in  New  Brunswick,  Canada. 
A  recent  package  of  Daily  News  articles 
about  the  proposed  East- West  highway  in 
Maine  was  reprinted  by  the  New  Bruns¬ 
wick  Telegraph-Journal  in  Saint  John. 

Among  the  Maine  and  New  Hampshire 
papers,  the  sharing  arrangement  is  decided¬ 
ly  informal.  “If  someone  on  the  desk  gets 
sick  that  day,  you  might  not  get  anything 


APDllcations  Invited  for 

NORTH  AMERICAN  JOURNALIST  EXCHANGE 

CANADA  -  MEXICO  -  UNITED  STATES 
YEAR? 

APRIL  -  JUNE  2000 

The  Institute  of  International  Education,  an  independent  educational  exchange  agency  with  80  years  of 
experience,  aiuiounces  the  North  American  Journalist  Exchange  program  for  Canadian.  Mexican  and  U.S. 
Journalists.  The  program  is  sponsored  by  The  Freedom  Forum,  a  nonpartisan  international  foundation  dedi¬ 
cated  to  free  press,  free  speech  and  free  spirit  for  all  people.  Through  the  program  a  journalist  from  each  of 
the  three  countries  will  sharpen  reporting  skills,  study  key  issues  in  North  American  international  relations, 
and  obtain  first-hand  experience  in  another  country. 

Recipients  of  the  all-expense-paid  fellowships  will  spend  three  months  in  the  North  American  host 
country  of  their  choice  on  assignment  to  a  newspaper  or  periodical.  They  will  be  provided  with  facilities 
to  enable  them  to  research  and  write  stories  of  their  choice  for  their  home  publications. 

Selection  Criteria 

1.  At  least  three  years  of  professional  experience  as  a  print  journalist  (newspaper  or  periodical). 

2.  Current  employment  (mid-career  level)  with  an  independent  media  organization.  The  employer 
must  suppt^  the  applicant’s  participation  in  the  program,  continue  salary  during  the  fellowship 
and  guarantee  continued  employment  on  return. 

3.  Good  to  excellent  command  of  the  language  of  the  host  country. 

The  deadline  for  receipt  of  completed  applications  is  November  30,  1999. 

For  further  information,  and  to  obtain  an  application,  please  contact; 

Patricia  S.  Link,  Manager,  North  American  Journalist  Exchange 
Institute  of  International  Education 
809  United  Nations  Plaza,  New  York,  NY  10017 
Tel/212-984-5390  •  Fax/212-984-5393  •  E-mail/plink@iie.org 
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from  the  paper,”  laughs  Thomas  Kearney, 
executive  editor  of  The  Keene  Sentinel. 

Indeed,  the  arrangement  had  a  very 
rickety  technological  aspect  when  it 
began  in  the  early  1990s. 

“We  used  a  BBS  [electronic  bulletin 
board  service]  to  post  the  stories,”  recalls 
The  Telegraph's  Karlon.  “The  technology 
was  really  lousy.  You  had  to  go  off  your 
own  network  to  use  it.  You  had  to  know 
Unix  [a  computer  operating  system]  to 
use  it.  It  was  a  pain  in  the  butt.” 

“It  was  really  glitchy,  and  half  the  time 
you  lost  the  story,”  says  the  Sentinel's 
Kearney. 

For  the  past  year,  however,  the  New 
Hampshire  papers  have  used  their  Web 
sites  to  share  stories  and  usage  has 
increased  significantly.  The  reasons  for 
sharing  remain  the  same  as  they  were 
when  the  papers  first  approached  each 
other,  Kearney  says. 

“We  all  wanted  a  better  sense  of  New 
Hampshire  news  than  we  could  get  from 
the  /VP  Concord  report,”  Kearney  says.  “It 
helped,  too,  that  we  knew  each  other.  We 
knew  we  shared  similar  values,  and  that 
accuracy  and  fairness  were  important.” 

N.H.  papers  elect 
to  cooperate 

Four  regional  New  Hampshire  papers 
are  putting  their  clout  behind  a  Web 
site  devoted  to  the  Granite  State’s  presi¬ 
dential  primary. 

The  new  site,  htlp://www.nhprimary. 
com,  bills  itself  as  “the  best  place  for 
genuine  close-to-the-ground  news  re¬ 
porting  of  what’s  happening  on  the  cam¬ 
paign  trail.”  The  New  Hampshire  politi¬ 
cal  event  is  the  nation’s  first  primary, 
kicking  off  the  2000  presidential  election 
season.  A  date  for  the  primary  election 
has  not  been  set  yet. 

Cooperating  on  the  site  are  The  Tele¬ 
graph  in  Nashua,  the  Portsmouth  Herald, 
Foster’s  Daily  Democrat  in  Dover,  and 
the  Citizen  in  Laconia.  The  papers  are 
traditionally  overshadowed  during  the 
primary  season  by  The  Union  Leader  in 
Manchester,  a  daily  with  63,000  circula¬ 
tion  statewide. 

The  New  Hampshire-based  Web  site 
also  has  news  from  lowaPulse  (hltp:// 
www.lowaPulse.coin),  a  site  devoted  to 
the  Iowa  caucuses  that  is  operated  by  four 
Lee  Enterprises  Inc.  papers  in  the  state: 
the  Quad-City  Times  in  Davenport,  the 
Globe-Gazette  in  Mason  City,  the 
Muscatine  Journal,  and  The  Ottumwa 
Courier.  —  Mark  Fitzgerald 
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Out-of-town 

Online  newspapers  hit  niche 

by  Joe  Strupp 

At  Harvard  University,  Out-of- 
Town  News  is  known  as  the  place 
to  go  for  virtually  any  newspaper 
or  magazine.  Since  the  Cohen  family  set 
up  shop  in  1955,  just  steps  from  the 
Harvard  Square  “T”  railway  station,  cus¬ 
tomers  have  ventured  to  the  newsstand  to 
grab  papers  published  in  places  from 
Toledo  to  Tokyo. 

But,  in  recent  years,  the  explosion  of 
publications  online  has  cut  into  Out-Of- 
Town’s  business,  managers  say.  They  con¬ 
tend  that  readers  who  can  get  daily  edi¬ 
tions  of  The  New  York  Times  or  The 
Washington  Post  via  the  Internet  will  no 
longer  make  a  trip  to  their  shop  for  a  copy. 

“We  used  to  be  the  largest  newsstand 
around  for  that  kind  of  business,  but  the 
Web  has  killed  us,”  says  Fred  Cohen,  who 
has  managed  the  Cambridge,  Mass., 
newsstand  for  five  years  and  grew  up 
watching  his  family  build  it  into  a 
Harvard  mainstay.  “I’ve  lost  50%  of  that 
business  in  the  past  four  years.” 

Cohen’s  plight  is  no  exception. 

Many  large  newsstands  nationwide  that 
built  their  businesses  on  publications  from 
around  the  world  have  seen  a  decline  in 
business,  according  to  managers.  Since 
nearly  every  newspaper  now  provides 
some  kind  of  Web  edition,  they  say  fewer 
and  fewer  readers  seeking  news  from  out  of 
town  need  to  go  to  specialized  newsstands. 

“The  Internet  and  things  like  24-hour 
cable  news  and  CNN  have  really  put  a  dent 
in  it,”  says  Cohen,  whose  family  sold  the 
business  to  New  Jersey-based  Hudson 
News  five  years  ago.  “It  has  gotten  so  that 
we  have  to  sell  other  things  like  candy  and 
cigarettes  and  film.  We  used  to  be  strictly 
newsprint,  but  we  can’t  do  that  anymore.” 

The  story  is  the  same  throughout  the 
country,  according  to  veteran  news  hawk¬ 
ers.  Most  say  that  to  survive  they  either 
have  to  move  to  smaller  sites  or  add  more 
products,  including  adult  publications 
that  some  don’t  want  to  sell. 

“I  don’t  carry  hardly  any  of  the  out-of- 
town  papers  anymore,”  says  Chuck 
McCormick.  15-year  owner  of  Joe’s 
News  in  Miami,  who  says  newspaper 
sales  have  dropped  about  40%.  “It  really 
stopped  about  18  months  ago,  and  the 
cost  of  getting  them  is  just  not  worth  it.” 
McCormick  says  business  is  so  poor  that 
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news  blues 

newsstands  where  they  live 

later  this  month  he  is  planning  to  move  to  a 
smaller  location,  which  will  be  almost  half 
the  size  of  his  current  spot.  He  also  plans  to 
cut  at  least  one  of  his  seven  employees. 

“We  did  a  pretty  steady  business  in  the 
past,  and  people  used  to  pay  in  advance  to 
make  sure  they  would  get  The  New  York 


Times  or  The  Washington  Post,”  he  says. 
“Now  it’s  nonexistent.” 

One  of  the  biggest  casualties  of  the 
out-of-town  newspaper  dip  is  Hotaling’s 
News  Agency  in  New  York.  It  had  to  give 
up  its  73-year-old  home  on  42nd  Street  in 
July  and  move  to  a  smaller,  cramped 
kiosk  inside  a  visitor’s  center  a  bit  north 
of  Times  Square. 

Owners  Susan  Carey  and  Arthur 
Hotaling,  who  took  over  the  business  their 
grandfather  started  in  1905,  say  the  culprit 
is  a  dearth  of  out-of-town  sales.  “It’s  the 
foreign  paper  sales  that  are  really  going 
down,”  says  Artie  Frank,  63,  a  Hotaling’s 
employee  since  1956.  “The  Internet  is  the 
reason.  People  can  sit  home  and  read  it  on 
a  screen,  [so]  why  come  here?” 

The  cost  and  timing  difference  between 
the  print  and  Web  products  are  keys,  own¬ 
ers  say.  When  customers  can  call  up  a 
copy  of  The  Irish  Times  or  London’s  Daily 
Mail  online  at  no  charge,  they  are  reluc¬ 
tant  to  travel  to  the  newsstand  and  pay  up 
to  $3  for  a  day-old  edition  of  the  paper. 

Industry  observers  say  the  drop  in  sales 
for  larger,  broad-based  newsstands  is  not 
a  surprise  given  the  evolving  face  of  new 
media  and  alternative  news  sources.  “I 
think  computers  are  very  hot,  and  people 
take  less  time  to  do  anything  these  days, 
including  reading  newspapers,”  says  Tom 
Hoey,  owner  of  North  Area  News  in 
Sacramento,  Calif.,  a  newspaper  distribu¬ 


tion  company  that  also  owns  Harold’s 
News  in  San  Francisco.  “People  are  not 
moving  as  much  as  they  used  to,  either, 
and  that  was  always  a  big  part  of  it. 
People  would  pick  up  newspapers  for 
classified  ads  from  other  cities  to  check 
out  jobs  and  housing.” 

At  SuperStand,  a  chain  of  large  news¬ 
stands  in  Houston  and  Dallas,  manager 
Amanda  Oubre  says  she  is  experimenting 
with  a  cutback  in  out-of-town  newspapers 
at  some  stores  to  see  if  they  are  missed  by 
customers.  She  says  the 
high  cost  of  bringing 
them  in  is  not  worth  the 
sales. 

In  contrast.  Grant 
Jardine,  director  of  op¬ 
erations  for  Eastern 
Lobby  Shops,  a  120- 
store  chain  offering  out- 
of-town  publications, 
holds  out  hope.  He  says 
large  newsstands  can 
survive  the  Internet  on¬ 
slaught  as  long  as  people 
need  something  to  read 
on  a  plane,  train,  or  bus. 

“1  don’t  think  it  has  supplanted  people’s 
need  to  pick  up  a  newspaper,  touch  it,  feel 
it,  and  carry  it,”  says  Jardine,  whose  com¬ 
pany  operates  newsstands  from  Philadel¬ 
phia  to  Los  Angeles.  “It  will  only  hurt  us 
when  they  come  up  with  a  wireless  com¬ 
puter  that  can  be  carried  like  a  newspaper.” 

Bud  DeLauer  of  DeLauer’s  Super 
Newsstand  in  Oakland,  Calif.,  also  offers 
a  positive  prognosis,  saying  that  people 
still  want  out-of-town  papers  for  things 
other  than  news.  “We’ve  gotten  more  for¬ 
eign  and  smaller  out-of-town  newspapers 
than  we  ever  have  before,”  says  DeLauer, 
whose  grandfather  opened  the  store  in 
1907.  “They  come  from  people  who  don’t 
want  news  but  want  classified  ads 
because  they  are  moving  and  want  to  get 
help-wanted  listings  and  houses  for  sale.” 

But  for  most  in  the  business,  the  situa¬ 
tion  is  bleak,  according  to  Herschel 
Weisman  of  World  Book  &  News  in  Los 
Angeles,  which  has  lost  20%  of  its  news¬ 
paper  business  in  the  past  two  years. 

“We’ve  cut  down  on  a  lot  of  titles  and 
copies  of  newspapers,”  says  Weisman,  who 
has  operated  the  store  since  1976.  “We 
have  felt  a  real  pinch  in  that  regard.” 

Dick  Bombetger,  owner  of  The  News¬ 
room  in  Washington,  echoes  Weisman’s 
view  and  blames  newspapers  for  allowing 
the  Internet  to  steal  thunder  from  the  print¬ 
ed  version.  “When  you  don’t  charge  for  it, 
you  have  a  hit  to  the  print  product.”  Hi 


Sam  Delson 


Harvard’s  Out-of-Town  News,  one  of  an  endangered  species 
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Get  in  the  habit  now  of  paying  yourself  first. 
Plan  a  budget  that  includes  a  long-term  invest¬ 
ment  in  your  future:  Editor  &  Publisher's 
Interactive  Newspapers  Conference  and  Trade 
Show. 

"2K''  is  being  planned  now. 

•  Mark  the  time  and  place: 

February  9-12,  New  Orleans,  Hyatt 
Regency  Hotel  and  Ernest  N.  Morial 
Convention  Center 

•  Plan  now  to  attend. 

•  Save  money  by  registering  at  the  rate  of 
just  $1,195  before  October  15. 


Not  in  your  budget?  May  we  make  a  less-than- 
subtle  suggestion: 

Find  a  place  for  it!  How  about  under  "Long¬ 
term  Investments  and  Professional  Development. " 

If  you  have  attended  in  the  past,  you  know  this  is 
not  the  kind  of  conference  you  go  to  once  and 
then  skip  for  a  year  or  two.  There's  just  too  much 
happening.  Would  you  skip  a  year  investing 
money  in  your  retirement  plan  or  kid's  college 
fund?  We  don't  think  so. 

If  you  haven't  attended  Interactive  Newspapers 
Conference  and  Trade  Show  -  What  are  you 
waiting  for? 


LiSIUi  Editor  &  Publisher's  11*^  Annual 

INTERAaiVE  NEWSPAPERS 
CONFERENCE  AND  TRADE  SHOW 

February  9-12  •  New  Orleans  •  Hyatt  Resency  Hotel  and 
Ernest  N.  Morial  Convention  Center 


For  more  information  on  speaking  and  to  register,  contact  Kathy  Diamantopouios  at  212-675-4380  ext  503,  or 
kathyd@knediainfb.cwin.  Or  register  online  at  www.mediainfo.com/conferences.  For  information  on  sponsorship, 
exhibiting  and  advertising  opportunities,  contact  Dennis  O'Neill,  212-675-4380,  ext  155,  or  dennisoi^nediainfb.cwni. 
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Do  JOAs  still  work? 
(Have  they  ever?) 


by  Lucia  Moses 

When  the  Hearst  Corp.  announced 
it  would  buy  the  San  Francisco 
Chronicle,  effectively  becoming 
the  city’s  monopoly  daily  newspaper 
owner,  it  was  the  latest  sign  that  the  city 
was  on  its  way  toward  becoming  a  one- 
daily  newspaper  town. 

Hearst  has  to  try  to  sell  the  San  Fran¬ 
cisco  Examiner  before  it  can  close  or 
merge  it  with  the  Chronicle,  its  joint  oper¬ 
ating  agreement  (joa)  partner.  But  ob¬ 
servers  say  it’s  unlikely  anyone  would  buy 
the  trailing  afternoon  paper  without  any  of 


the  protections  of  the  current  joa. 

The  San  Francisco  JOA  is  one  of  28 
approved  by  the  U.S.  Justice  Department 
under  the  Newspaper  Preservation  Act. 
With  the  intent  of  keeping  competition 
alive,  the  act  lets  newspapers  pool  opera¬ 
tions  as  long  as  they  stayed  independent 
editorially. 

Twenty-nine  years  after  the  act  was 
passed,  only  13  JOAs  remain  nationally. 
San  Francisco’s  seems  the  next  likely  to 
dissolve,  shy  of  its  2005  expiration  date, 
leading  to  the  now-familiar  question:  have 
JOAS,  created  to  save  newspapers,  served 
their  purpose? 


Critics  say  JOAs  at  best  prolonged  the 
lives  of  some  competing  newspapers, 
particularly  in  small  to  mid-size  markets. 

While  some  joas  have  dissolved 
because  one  of  the  partners  decided  to 
sell,  the  circulation  spiral  has  been  the 
main  enemy,  says  JOA  expert  Steve  Lacy, 
who  heads  Michigan  State  University’s 
journalism  department. 

Once  one  paper  gets  a  slight  circulation 
lead,  advertisers  flock  to  it,  and  the  trail¬ 
ing  paper  gets  caught  in  a  cycle  of  declin¬ 
ing  ads  and  circulation  until  it  finally  suc¬ 
cumbs,  Lacy  explains. 

The  Washington  Star  illustrated  this 
phenomenon.  When  it  closed  in  1981,  it 
had  40%  of  its  market’s  readers  but  only 
25%  of  the  advertising,  Lacy  says. 

“JOAS  will  work  for  a  period  of  time, 
but  ultimately  they  will  close  down  for  the 
same  reasons  that  closed  competing  news¬ 
papers.”  he  says. 

The  Seattle  Times  publisher  Frank 
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E&P’s  Stockwatch  is  updated  daily  at  http://www.mediainfo.coni/sl(Kks. 


NET  PERCENT 

INDEX  VALUE  CHANGE  CHANGE 

NET  PERCENT 

INDEX  VALUE  CHANGE  CHANGE 

E&P  Newspaper  Stock  Index  1101.77  27.77  2.52% 

E&P  TV/Cable  Stock  Index  1115.55  55.71  5.26% 

E&P  Internet  Stock  Index  1302.86  11.58  0.89% 

Dow  Jones  Industrial  Average  11036.34  98.46  0.90% 

E&P  Magazine  Stock  Index  986.11  10.94  1.11% 

NASDAQ  2808.74  57.94  2.11% 

E&P  Radio  Stock  Index  1193.95  69.09  5.79% 

S&P500  1344.15  13.09  0.98% 

Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests  as  of  Wednesday,  Sept.  8 


COMPANY  NAME 

SYMBOL 

CLOSE 

9/8/99  9/1/99 

NET 

CHANGE 

PERCENT 

CHANGE 

YTD  NET 
CHANGE 

YTD% 

CHANGE 

S2-WEEK 

HIGH  LOW 

•WEEKLY 

VOLUME 

Belo 

BLC 

19.69 

18.88 

0.81 

4.30% 

-0.25 

-1.25% 

24.50 

13.93 

331,600 

Central  Newspapers 

ECP 

42.00 

42.06 

-0.06 

-0.15% 

6.28 

17.59% 

43.37 

27.37 

127,600 

Dow  Jones  &  Co 

DJ 

51.63 

50.25 

1.38 

2.74% 

3.50 

7.27% 

56.37 

41.56 

127,600 

E.W.  Scripps 

SSP 

49.56 

48.94 

0.63 

1.28% 

-0.19 

-0.38% 

53.00 

38.50 

46,400 

Gannett  Co 

GCI 

70.00 

68.38 

1.63 

2.38% 

5.50 

8.53% 

77.00 

47.62 

885,200 

Harte-Hanks  Inc 

HHS 

23.88 

22.94 

0.94 

4.09% 

-4.63 

-16.23% 

29.25 

17.37 

149,200 

Hollinger  Inti  Inc 

HLR 

11.31 

10.81 

0.50 

4.62% 

-2.63 

-18.83% 

16.81 

9.81 

378,000 

Journal  Register 

JRC 

15.06 

15.63 

-0.56 

-3.60% 

0.06 

0.42% 

23.00 

11.37 

29,600 

Knight-Ridder  Inc 

KRI 

55.31 

54.31 

1.00 

1.84% 

4.19 

8.19% 

56.93 

40.50 

735,200 

Lee  Enterprises 

LEE 

29.19 

28.69 

0.50 

1.74% 

-2.31 

-7.34% 

31.50 

21.81 

71,600 

McClatchy  Co 

MNI 

37.31 

35.31 

2.00 

5.66% 

1.94 

5.48% 

38.75 

24.93 

66,400 

Media  General 

MEG.A 

49.88 

49.38 

0.50 

1.01% 

-3.13 

-5.90% 

59.50 

33.87 

42,000 

New  York  Times 

NYT 

39.25 

38.94 

0.31 

0.80% 

4.56 

13.15% 

40.43 

20.50 

516,000 

Pulitzer  Inc 

PTZ 

46.13 

44.88 

1.25 

2.79% 

3.63 

8.53% 

48.56 

39.87 

42,000 

Thomson  Corp  (a) 

TOC 

43.95 

44.00 

-0.05 

-0.11% 

12.33 

38.97% 

NA 

NA 

442,106 

Times  Mirror 

TMC 

64.81 

58.25 

6.56 

11.27% 

8.81 

15.74% 

64.00 

48.93 

109,600 

Tribune  Co 

TRB 

97.94 

95.25 

2.69 

2.82% 

31.94 

48.39% 

99.93 

44.75 

1,967,600 

Washington  Post 

WPO 

548.25 

540.88 

7.38 

1.36% 

-29.69 

-5.14% 

594.50 

481.31 

12,400 

’Number  of  shares  traded  (a)  Canadian  dollars  | 

Source:  Nordby  International  Inc.  (nordby  com),  Boulder.  Colo. 
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Newspaper  Joint 
Operating  Agreements 

Here  are  the  remaining  JOA  partners 
and  the  years  their  agreements  expire: 

Albuquerque  (N.M.)  Journal 
The  Albuquerque  (N.M.)  Tribune 


The  Birmingham  (Ma.)  News 
Birmingham  (Ala.)  Post-HeraU 

Charleston  (W.Va.)  Gazelle 
Charleston  (W.Va.)  Dally  Mail 

The  Cineinnall  Enquirer 
The  Cineinnall  Post 

Detroit  Free  Press 
The  Detroit  News 

The  Journal  Gazelte.fon  Wayna.ind. 
The  News-SenDnel,foi\  Wayna.ind. 

The  Honolulu  Advertiser 
Honoiulu  Star-Bulietin 

Las  Vegas  Heview-Joumai 
Las  Vegas  Sun 

The  Deseret  News,s»n  Lake  city 
The  Salt  Lake  Tribune 

San  Francisco  Chronicle 
San  Francisco  Examiner 

Seattle  Post-Intelligencer 
The  Sealtie  Times 

The  Arizona  Daily  Star,  Tvacon 
Tuscan  Citizen 

The  York(rs.)  Dispatch 
York{Pt.)  Daily  Record 


2022 


2015 


2036 


2007 


2086 


2020 


2012 


2049 


2012 


2005 


2033 


2015 


Blethen  says  while  Seattle’s 
JOA  helped  his  family- 
owned  paper  survive  in  the 
short  term,  he  oppxjses  joas 
on  principle  because  they’re 
faulty  economic  models  that 
ignore  the  marketplace 
forces  that  are  dooming 
metro  dailies. 

“I  have  no  problems  at  all 
with  people  talking  about 
repealing  it,”  he  says  of  the 
Newspaper  Preservation  Act. 

Newspaper  broker  John 
T.  Cribb  isn’t  high  on  joas, 
either.  “I  think  two  newspa¬ 
pers  have  better  served  a 
town,”  he  says.  “But  it’s  not 
better  for  the  newspaper. 
They’re  sharing  the  market, 
and  they’re  actually  com¬ 
peting  with  each  other.” 

While  each  JOA  is  unique, 
a  trailing  afternoon  paper 
and  an  imminent  contract 
expiration  date  can  lead  to 
the  end  of  a  JOA. 

“If  it’s  coming  up  for 
renewal,  increasingly  it’s 
unlikely  they’re  going  to 
renew  it,”  Lacy  says.  That’s 
especially  true  if  one  of  the  owners  is  a  public  company,  which 
is  under  more  pressure  to  crank  out  higher  profit  margins,  some¬ 
thing  a  JOA  typically  won’t  generate,  he  says. 

The  deaths  of  joas  don’t  mean  competition  is  petering  out, 
but  merely  shifting,  observers  say.  Metro  dailies  are  competing 
with  community  weeklies,  and,  in  testimony  to  the  strength  of 
the  weeklies,  snapping  them  up. 

In  Michigan  this  year,  for  example.  Advance  Publications 
Inc.,  publisher  of  The  Grand  Rapids  Press,  bought  the  stock  of 
a  company  that  publishes  1 2  free  weekly  newspapers  with  a  cir¬ 
culation  of  191,000  in  the  suburban  Grand  Rapids  area. 

And  the  parent  of  The  Philadelphia  Inquirer  and  The 
Philadelphia  Daily  News  bought  a  group  of  shoppers,  giving  it 
expanded  presence  in  the  growing  suburban  areas  of  Bucks  and 
Montgomery  counties  with  a  population  of  more  than  1  million. 

“The  attitude  that  a  weekly  is  not  a  newspaper  has  changed,” 
Lacy  says. 

The  deals  haven’t  stopped  with  shopper  and  community 
papers.  Earlier  this  year.  The  Hartford  (Conn.)  Courant  bought 
the  weekly  alternative  Hartford  Advocate  and  its  four  sister  pub¬ 
lications,  sparking  concerns  about  the  Advocate's  ability  to  stay 
independent  under  the  ownership  of  its  mainstream  rival. 

Lacy  says  such  deals  eliminate  competition.  But  Cribb, 
whose  firm,  Bozeman,  Mont.-based  Bolitho-Cribb  & 
Associates,  has  handled  some  of  these  sales,  thinks  antitrust  reg¬ 
ulators  haven’t  interfered  because  other  forms  of  media  are 
mushrooming.  “I  think  it’s  because  they  finally  realize,  just 
because  you’re  a  daily  doesn’t  mean  you  own  the  town,”  Cribb 
says.  “There’s  a  lot  of  other  media.” 


2090 
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Good  French ... 


Exactly  two  years  minus  two  days  ago  in  this  space,  we  urged  France  to  free  the 
nine  paparazzi  and  a  press  motorcyclist  who  were  arrested  on  suspicion  of 
manslaughter  after  the  car  crash  that  killed  Diana,  Princess  of  Wales. 

What  was  obvious  to  us  then  —  that  she  was  killed  because  the  drunken  driver  of  her 
boyfriend  was  driving  wildly  and  not  because  of  anything  the  pursuing  photographers  did 
—  has  at  long  last  been  confirmed  by  French  justice.  Investigating  magistrates  Herve 
Stephan  and  Marie-Christine  Devidal  dismissed  all  charges  against  the  10.  The  magistrates 
also  concluded  that  lurid  stories  of  heartless  paparazzi  furiously  shooting  photos  rather  than 
helping  the  crash  victims  were  highly  exaggerated.  They  found  the  photographers  not 
guilty  of  “failure  to  assist  victims.” 

That’s  not  surprising.  These  particular  photographers,  after  all,  are  far  more  than 
celebrity  chasers.  Several  are  known  for  their  coverage  of  wars  and  refugees,  and 
Jacques  Langevin  of  the  Sygma  photo  agency  has  been  honored  repeatedly  for  his 
images  of  the  1989  Tiananmen  Square  massacre  in  Beijing.  The  French  magistrates’ 
recent  ruling  is  a  triumph  of  justice  and  common  sense. 

Now  let’s  hope  common  sense  can  be  restored  on  this  side  of  the  Atlantic.  A  good  start 
would  be  repealing  the  anti-paparazzi  law  that  California  passed  in  the  hysteria  following 
Diana’s  death  and  burying  forever  all  the  other  copycat  “privacy”  legislation  that  headline¬ 
seeking  lawmakers  never  tire  of  proposing  to  solve  a  problem  that  doesn’t  really  exist. 

...  Bad  French 

The  biggest  gathering  of  anti-press  nations  since  the  Warsaw  Pact  broke  up  con¬ 
vened  the  other  day  in,  of  all  places,  Canada.  The  Francophone  summit  brought 
together  52  French-speaking  nations.  Among  them  are  15  countries  that  persis¬ 
tently  oppress  journalists,  notes  the  Paris-based  group  Reporters  Without  Borders. 

While  delegates  sampled  petit  fours,  17  journalists  languished  in  the  prisons  of  four 
countries  alone:  Rwanda,  Democratic  Republic  of  Congo,  Tunisia,  and  Cote  D’Ivoire. 
Vietnam,  which  hosted  the  last  Francophone  summit,  currently  holds  four  journalists  as 
prisoners.  In  the  two  years  since  that  summit  in  Hanoi  —  which  pronounced  that  “the 
Francophone  ideal  is  liberty  and  human  rights”  —  more  than  120  journalists  were 
tossed  in  jail  by  20  governments  that  were  welcomed  to  Canada.  Rubbing  elbows  and 
comparing  accents  with  delegates  from  free  French-speaking  nations  doesn’t  seem  to  be 
doing  much  for  liberty  and  human  rights. 

One  reason  is  the  timidity  of  the  summit’s  leaders.  Former  U.N.  Secretary-General 
Boutros  Boutros-Ghali,  who  now  holds  the  same  job  for  the  organization  of 
Francophone  nations,  says  he  favors  a  “discreet  approach”  to  human  rights.  Canadian 
Prime  Minister  Jean  Chretien,  the  summit’s  host,  suggested  to  reporters  he  personally 
favored  expelling  tyrannical  members,  but  in  the  end  he  did  not  utter  any  unkind  words 
in  public  about  anyone.  French  President  Jacques  Chirac,  Le  Grand  Fromage  of  La 
Francophonie,  made  it  clear  that  France  did  not  approve  of  expelling  even  the  worst 
human-rights  violator. 

Maybe  we  need  to  brush  up  on  our  French:  We  thought  “liberte,  egalite,  fratemite” 
translated  into  something  far  grander  than  “see  no  evil,  hear  no  evil,  speak  no  evil.” 
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with  the  requisite  TV  listings,  which,  as 
your  article  showed,  are  the  foundation 
stone  of  TVData’s  business. 

Although  most  PMC  client-newspapers 
prefer  Tribune  Media  Services  as  their  list¬ 
ings  supplier,  we  are  especially  proud  of 
the  fact  that  the  40%  of  our  accounts  who 
use  TVData’s  listings  have  chosen  PMC  as 
their  preferred  provider  for  local  ad-sales 
assistance.  PMC  also  provides  national 
advertising  to  our  newspaper  clients. 


PMC  is  proud  to  be  celebrating  its  15th 
year  in  business,  committed  to  finding 
further  ways  to  help  newspapers  increase 
revenues  and  lower  selling  costs,  and 
expanding  its  ad-sales  service  beyond  TV 
books  to  assist  newspapers  with  all  their 
adjunct  and  temporary  selling  needs. 


Joe  Nicholson’s  recent  piece  on 
TVData  was  a  fine  profile  of  that  compa¬ 
ny,  but  failed  on  one  count  by  not  review¬ 
ing  the  competitive  environment  in  which 
TVData’s  3-year-old  local  ad-sales  unit 
operates  (E&P,  Aug.  28,  p.  26). 

Print  Marketing  Concepts  Inc.  (PMC)  is 
a  major  player  in  that  environment. 
Founded  in  1984,  our  Houston-based 
company  is  the  oldest  and  largest  supplier 
of  local  advertising  sales  and  production 
services  to  the  American  newspaper 
industry.  Last  year,  our  ad-sales  efforts 
helped  1 10  newspapers  with  a  total  circu¬ 
lation  of  more  than  4.2  million  house¬ 
holds.  Our  efforts  contributed  to  sales  of 
more  than  $11.3  million  in  TV  book  ad 
revenues  for  those  clients. 

TVData  is  not  our  only  worthy  com¬ 
petitor.  Others  include  Advantage  Market¬ 
ing,  based  in  Raleigh,  N.C.,  and  a  number 
of  printing  companies,  notably  Treasure 
Chest,  which  offer  local  ad-sales  assis¬ 
tance  as  part  of  its  production  services. 
The  ad-sales  units  of  these  operations 
have  been  established  longer  than  has 
TVData’s,  and  each  operates  without 
TVData’s  ability  to  bundle  sales  service 


Shaun  O’L.  Higgins 
chairman  and  CEO 
Print  Marketing  Concepts  Inc. 


Mobile  Merchandisers 
now  available  Direct 


Newspaper  and  free  publication  display  racks 
from  the  designer,  manufacturer,  distributor 
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Correction 

The  Aug.  21  cover  story  on  photogra¬ 
phy  {E&P,  p.  26)  incorrectly  identified  the 
software  program  used  by  Newsday's  John 
Cornell.  The  software  that  Cornell  prefers 
to  use  is  called  Photo  Mechanic. 


50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  10,  1949 


Margaret  Gould,  editorial  writer  of 
the  Toronto  Daily  Star,  was  permanent¬ 
ly  barred  from  entry  to  the  United 
States.  The  reason  for  her  disbarment 
were  not  given,  although  editors  at  the 
Star  suspect  it  is  due  to  her  Russian 
heritage. 


Playing  a  hunch,  Philip  W.  Buxton, 
assistant  city  editor  of  the  Courier-Post 
in  Camden,  N.J.,  was  able  to  call  and 
interview  an  alleged  murderer  of  12  peo¬ 
ple  while  the  suspect  was  being  held  at 
bay  by  police  in  his  home.  Howard  B. 
Unruh,  a  veteran,  eventually  surrendered 
to  police,  after  speaking  with  Buxton  for 
several  minutes  on  the  telephone. 
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ALABAMA 

Jack  Smith  to  editor  of  the  weekly 
Eufaula  Tribune  from  general  manager.  He 
succeeds  his  father,  Joel  Smith,  in  the 
role.  The  elder  Smith  will  continue  to  serve 
as  publisher  of  the  newspaper,  and  the 
younger  will  continue  to  serve  as  general 
manager. 

CALIFORNIA 

Melinda  Keirnan  to  general  manager 
of  the  San  Jose  Mercury  News  from  vice 
president/operations  at  Knight  Ridder, 
which  owns  the  Mercury  News. 

Joseph  “Chip”  Visci  to  assistant 
vice  president  at  Knight  Ridder,  with 
responsibility  for  five  of  the  company’s 
daily  newspapers.  Visci  will  retain  his  cur¬ 
rent  position  as  assistant  to  the  chairman 
and  CEO.  (See  story,  p.  12.) 


SOMMER 
THE  BUFFALO 
NEWS 


HIATT 

THE  WASHINGTON 
POST 


PETERS 

THE  VIRGINIAN- 

PILOT 


SHAW 

TIMES  HERALD- 
RECORD 


DISTRICT  OF  COLUMBIA 

Fred  Hiatt  to  editor  of  the  editorial 
page  for  The  Washington  Post  from  editori¬ 
al  writer.  Hiatt  will  serve  as  deputy  editori¬ 
al  page  editor  until  the  retirement  of  inter¬ 
im  editorial  page  editor  Stephen  S. 
Rosenfeld  several  months  from  now. 
(See  story,  p.  10) 


Salle.  Manker  succeeds  Lee  Gordon, 
who  left  to  pursue  other  interests. 


INDIANA 

Vince  Luecke  to  managing  editor  of 
the  Perry  County  News  in  Tell  City  from 
reporter  at  the  weekly.  Luecke  succeeds 

Tina  Kunkler-Laake,  who  resigned. 


NEW  YORK 

Mark  Sommer  to  arts  and  entertain¬ 
ment  editor  of  The  Buffalo  News  from  arts 
and  entertainment  editor  at  the  Times 
Union  in  Albany.  Sommer  succeeds  Terry 
Doran,  who  retired. 


Jim  Kelly  to  managing  editor  of  The 
Honolulu  Advertiser  from  assistant  manag¬ 
ing  editor  for  news.  Kelly  succeeds  M.J. 
Smith,  who  left  to  become  editor  of  the 
“Southern  California  Living”  section  of  the 
Los  Angeles  Times. 

ILLINOIS 

Steve  Horn  to  national  advertising 
account  executive  for  USA  Today's 
Chicago  advertising  sales  office  from 
national  advertising  account  executive  for 
Landon  Media  Group. 


William  Poy  Lee  to  the  newly  created 
position  of  managing  director  for  the 
Robert  C.  Maynard  Institute  for  Journalism 
Education  in  Oakland.  Lee  worked  with 
Unity  ’99  from  January  of  this  year  through 
the  convention. 


Roz  Shaw  to  newspapers-in-education 
coordinator  at  the  Times  Herald-Record  in 
Middletown  from  reading  specialist  at  the 
Chorley  School. 

NORTH  CAROLINA 

Paul  W.  Mauney  to  advertising  direc¬ 
tor  of  the  Times-News  in  Burlington  from 
general  manager  of  the  Franklin  Publishing 
Co.  in  Tennessee.  Mauney  succeeds  Kevin 
Hancock. 


CONNECTICUT 

Robert  Laska  to  president  and  CEO  of 
Thomson  Newspapers’  newly  formed 
Southern  Connecticut  Strategic  Marketing 
Group  from  publisher  of  the  Connecticut 
Post  in  Bridgeport. 

Rick  Sayers  to  publisher  and  editor  of 
the  Connecticut  Post  from  editor  of  the 
Thomson-owned  daily. 


Rob  Manker  to  executive  sports  editor 
for  Copley  Chicago  Newspapers  from 
sports  editor  at  the  News-Tribune  in  La 


OHIO 

Amy  Ann  Adams  to  managing  editor 
of  the  Ashland  Times-Gazette  from  copy 
editor  at  the  daily.  Adams  succeeds  Gere 
Goble. 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  net^Dgipei^  or  ^ 
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OREGON 

Jeff  Nielson  to  business  editor  at  The 
Bulletin  in  Bend  from  Bend  Research.  Niel¬ 
son  succeeds  Mike  Freeman,  who  left  the 
daily  for  a  business  reporting  position  with 
The  San  Diego  Union-Tribune. 

Tim  Doran  to  city  editor  at  The 
Bulletin  from  federal  courts  reporter  for  the 
Detroit  Free  Press. 


SOUTH  CAROLINA 

Chuck  Herndon  to  the  newly  created 
position  of  retail  advertising  manager  at 
The  Post  and  Courier  in  Charleston  from 
regional  advertising  sales  manager  for  the 
daily. 

TEXAS 

Jim  Bishop  to  executive  editor  of  The 
Victoria  Advocate  from  managing  editor  of 
the  daily. 
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Owen  Van  Essen 


Philip  Murray 


Scott  Walker  to  managing  editor  at 
the  Advocate  from  assistant  managing  edi¬ 
tor  at  the  daily. 

Both  appointments  follow  the  retire¬ 
ment  of  associate  editor  Vince  Reedy. 

UTAH 

Vern  Anderson  to  deputy  editor- 
news  at  The  Salt  Lake  Tribune  from  news 
editor  of  the  Salt  Lake  City  bureau  of  The 
Associated  Press.  Anderson  succeeds 
David  Ledford,  who  was  named  execu¬ 
tive  editor  of  the  Argus  Leader  in  Sioux 
Falls,  S.D.,  last  November. 

VIRGINIA 

Steve  Peters  to  the  newly  created 
position  of  chief  information  officer  for  the 
Norfolk-based  Landmark  Newspaper 
Group  and  The  Virginian-Pilot  in  Norfolk 
from  vice  president  of  technology  research 
and  development  for  Norwest  Mortgage 
Co.  in  Des  Moines,  Iowa. 

WASHINGTON 

Russ  Hemphill  to  city  editor  of  The 
Wenatchee  World  from  senior  editor  at  The 
Arizona  Republic  in  Phoenix.  Hemphill 
succeeds  Steve  Lachowicz.  who 
resigned  in  June  to  become  a  spokesman 
for  the  Chelan  County  Public  Utility 
District. 

Chuck  Marrero  to  director  of  human 
resources  at  the  Tri-City  Herald  in 
Kennewick  from  senior  human  resources 
and  diversity  manager  for  Westinghouse  in 
Hanford  County.  Marrero  succeeds  Cyn- 
dy  Miles,  who  resigned. 

WEST  VIRGINIA 

Frank  Sayles  Jr.  to  editor  of  The 
Register-Herald  in  Beckley  from  publisher 
and  editor  of  The  Daily  Citizen-News  in 
Dalton,  Ga.,  and  group  publisher  of  Thom¬ 
son  North  Georgia.  Sayles  succeeds  Dawn 
Keys,  who  will  assume  a  senior  editorial 
position  within  Beckley  Newspapers. 


OBITUARIES 


Peter  Gilman.  73,  a  reporter  and 
novelist,  died  Sept.  1 .  Gilman  worked  for 
the  Monterey  (Calif.)  Peninsula  Herald, 
The  Associated  Press,  and  the  Los  Angeles 
Times  before  becoming  a  reporter  for  the 
Honolulu  Star-Bulletin  in  the  1950s. 
While  at  the  Star-Bulletin,  he  wrote  “Such 
Sweet  Thunder,”  which  topped  The  New 
York  Times  “Best  Seller”  List.  Columbia 
Pictures  paid  $100,000  for  film  rights  to 
the  book  in  1959  and  the  next  year  turned 
it  into  “Diamond  Head,”  starring  Charlton 
Heston.  Following  this  success,  Gilman 


moved  to  Paris,  where  he  joined  a  group  of 
fellow  expatriate  writers.  Gilman  later 
trained  polo  ponies  in  Argentina,  before 
becoming  an  artist  and  commercial  fisher¬ 
man  in  Mexico. 

Lionel  S.  Jackson  Sr.,  84,  former 
publisher  of  the  New  Haven  (Conn.) 
Register  and  Journal-Courier,  died  Sept.  1 
after  a  long  illness.  His  father,  John  Day 
Jack.son,  purchased  the  Register  in  1 895  and 
the  Morning  Journal-Courier  in  1925. 
Lionel  Jackson  began  his  career  at  the 
Register  in  1936,  working  in  various  capa¬ 
cities  before  rising  to  national  advertising 
manager  in  the  1940s.  Jackson  took  over  as 
publisher  for  both  papers  in  1973.  After  his 
son  assumed  the  post  in  1982,  he  retained 
the  titles  of  chairman  of  the  board  of  direc¬ 
tors  and  CEO  until  the  sale  of  the  newspapers 
in  1986.  The  John  Day  Jackson  Trust  sold 
the  newspapers  for  an  estimated  $185  mil¬ 
lion.  The  paper  was  later  sold  to  the  current 
owners.  Journal  Register  Co. 

Ray  Kopriva.  83,  a  Chicago  newspaper 
artist  for  more  than  four  decades,  died  Aug. 
27.  Kopriva  began  his  career  at  the  old 
Chicago  Herald-Examiner  in  1938.  He 
Joined  the  editorial  art  department  of  the 
Chicago  Times  in  1939,  and  stayed  on  when 
the  paper  merged  with  the  Chicago  Sun  to 
become  the  Chicago  Sun-Times.  Kopriva  was 
editorial  art  director  when  he  retired  in  1981. 

Frank  Masters.  87,  a  Chicago  Tribune 
news  photographer  known  for  aggressive 
style,  died  Aug.  29.  Masters  worked  at  the 
Tribune  from  1934  through  1956,  except  for 
a  tour  of  duty  with  the  U.S.  Navy  during 
World  War  11.  After  he  suffered  a  heart 
attack  in  1956,  Masters  changed  careers  and 
became  a  salesman  for  the  Pabst  brewing 
company. 

David  McFarland.  40,  editor,  colum¬ 
nist,  and  writing  coach  at  the  Pensacola 
(Fla.)  News  Journal,  died  of  a  heart  attack 
Sept.  5,  just  hours  after  helping  get  the 
newspaper’s  Sunday  issue  to  press.  Col¬ 
leagues  praised  McFarland’s  ability  to 
direct  and  shape  young  reporters,  his  keen 
news  judgment,  and  his  talent  for  editing. 
His  Sunday  column,  imbued  with  his  gen¬ 
tle,  self-deprecating  humor,  often  revolved 
around  his  family  and  local  news  events. 
McFarland,  who  grew  up  in  Birmingham, 
Ala.,  had  previously  worked  at  The 
Anniston  (Ala.)  Star  and  the  Sarasota 
(Fla.)  Herald-Tribune. 

Robert  C.  Notson.  96,  former  pub¬ 
lisher  of  The  Oregonian  in  Portland,  died 
Sept.  6.  Notson  guided  the  paper  through 
part  of  the  Great  Depression  and  World 


_ MEWSPEQPIE _ 

by  Jamie  Santo 

War  11,  rebuilding  its  staff  after  a  long  strike 
in  the  195()s.  Notson  joined  The  Oregonian 
in  1925  as  a  reporter  and  was  promoted  to 
city  editor  in  1936,  managing  editor  in 
1941,  and  executive  editor  in  1965.  Three 
years  later,  he  succeeded  Michael  Frey  as 
publisher,  a  job  he  held  until  his  retirement 
in  1975.  Notson  supervised  a  1956  investi¬ 
gation  by  reporters  Wallace  Turner  and 
William  Lambert  that  exposed  union  rack¬ 
eteering  and  organized  crime  in  Portland 
and  later  won  a  Pulitzer  Prize. 

Julius  Parker,  84,  former  city  editor 
and  columnist  for  the  Chattanooga  (Tenn.) 
Free  Press,  died  Aug.  27.  Parker  joined 
the  Free  Press,  now  the  Chattanooga 
Times/Chattanooga  Free  Press,  as  a  staff 
writer  in  1948.  Parker  served  as  the  Free 
Press  city  editor  from  1%9  to  1990,  when 
he  was  named  city  editor  emeritus.  He  wrote 
his  column,  “Parker  . . .  And  People”  until  a 
few  months  ago,  when  he  became  ill. 

Edgar  Williams.  82,  reporter  and 
columnist  at  The  Philadelphia  Inquirer  for 
more  than  50  years,  died  Aug.  29. 
Williams,  known  to  friends  and  co-work¬ 
ers  as  Ted,  spent  much  of  his  career  writ¬ 
ing  about  ordinary  Philadelphians.  He 
wrote  a  popular  column.  “Nostalgia;  Time, 
It  Is  A-Marching.”  in  addition  to  a  “Sunday 
Scene”  column.  He  retired  from  the  paper 
in  1989.  Williams,  a  baseball  fan  who 
referred  to  himself  as  “the  other  Ted 
Williams,”  was  a  sports  correspondent  for 
The  Washington  Post  and  The  Baltimore 
Sun,  and  wrote  a  sports  column  for  The 
Reporter  in  his  hometown  of  Lansdale,  Pa. 
Williams  also  penned  articles  for  the 
Saturday  Evening  Post,  Baseball  Digest, 
and  Coronet. 


AWARDS 


The  New  England  Society  of  News¬ 
paper  Editors  and  the  New  England 
Chapter  of  the  Society  of  Professional 
Journalists  have  announced  the  winners  of 
the  Yankee  Quill  Award.  To  be  hon¬ 
ored  Oct.  28  are  William  J.  Pape  II,  editor 
and  publisher  of  the  Waterbary  (Conn.) 
Republican-American-,  Morley  L.  Piper, 
executive  director  of  the  New  England 
Newspapter  Association;  Linda  L.  Levin, 
associate  professor  of  journalism  at  the 
University  of  Rhode  Island;  and  John  F. 
Henning,  senior  correspondent  for  WBZ- 
TV  in  Boston.  The  Yankee  Quill  Award  rec¬ 
ognizes  the  effort  and  dedication  of  those 
who  have  had  a  broad  and  positive  influ¬ 
ence  on  journalism  in  New  England.  The 
winners  become  members  of  the  Academy 
of  New  England  Journalists. 
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GROW 


Chainnan  and 
CEO  Larry 
Franklin’s 
vision  for  the 
future  of 
Harte-Hanks 
Inc.  does  not 
include  news¬ 
papers,  but 
does  include 
shoppers. 
Franklin  fore¬ 
sees  a  day 
when  the 
company’s 
print  products 
will  be  in  nine 
of  every  10 
homes 
in  California. 


Delcia  L()pe:YS3R  Antonio  Express-News 


Harte-Hanks  remains  the  largest  shop¬ 
per  publisher  in  the  country.  Since  its 
$  104-million  acquisition  of  ABC  Inc.,  a 
subsidiary  of  the  Walt  Disney  Co.,  in 
1997,  Harte-Hanks  reaches  9  million 
California  households,  70%  of  the  total.  It 
also  delivers  The  Flyer  to  1.2  million 
households  in  southern  Florida.  Approx¬ 
imately  30%  of  the  company’s  $748.5 
million  in  1998  annual  revenues  came 
from  shoppers. 

Franklin  doesn’t  discount  the  impor¬ 
tance  of  the  shopper  business  to  Harte- 
Hanks.  “The  newspaper  business  is  a 
www.mediainfo.com 


profitable  business,  but  there’s  no 
growth,”  Franklin  contends.  “The  growth 
rates  are  significantly  higher  in  the  target¬ 
ed  media.” 


LARRY  FRANKLIN 

Chairman  and  CEO 
Harte-Hanks  Inc. 


Growth  is  what  Harte-Hanks  has  al¬ 
ways  been  about.  The  company  was 
founded  in  the  mid- 1920s  when  two  West 
Texas  newspapermen,  Houston  Harte  and 
Bernard  Hanks,  merged  their  operations. 
It  grew  over  the  years  mostly  by  adding 
newspapers.  After  the  company  went  pub¬ 
lic  in  1972,  it  went  on  a  buying  binge, 
acquiring  not  only  newspapers,  but  also 
TV  stations,  radio  stations,  and  other 
media.  At  its  peak,  the  company  owned  35 
daily  newspapers,  nearly  100  nondaily 
papers,  and  four  TV  stations. 

Harte-Hanks  went  private  after  a  man¬ 
agement  buyout  in  1984,  but  it  went  public 
again  in  1993.  At  that  point,  it  began  to  sell 
off  its  newspaper  and  TV  holdings  to  focus 
on  direct  marketing.  In  1997,  Harte-Hanks 
sold  the  last  of  its  newspapers  and  its 
remaining  TV  station  to  the  E.W.  Scripps 
Co.  for  about  $790  million.  That  left  the 
company  debt-free  and  holding  onto  $175 
million  in  cash,  which  the  company  is 
using  for  judicious  purchases,  mostly  of 
high-tech,  marketing-related  ventures. 

Franklin  says  Harte-Hanks  is  open  to 
further  acquisitions  in  the  shopper  area  — 
and  would  like  to  push  penetration  in 
California  to  90%  —  but  he  emphasizes 
that  the  company’s  future  is  primarily  in 
business-to-business  direct  marketing. 

As  every  newspaper  publisher  knows, 
computer-database  technology  has  given 
advertisers  the  ability  to  target  individual 


BioSketch 


Age:  57 

Education:  B.A.  degree  in  business 
administration  from  Texas  A&M  at 
Commerce,  1965,  and  M.B.A.  degree 
from  Texas  Tech  University,  1966. 

Greatest  moment  ot  career:  “Working 
every  day  \with  best  people  in  the  busi¬ 
ness.” 

Biggest  disappointment:  “Realizing  that 
life  is  lived  forward  and  understood  back¬ 
ward.  We  could  have  moved  more  quickly 
and  been  more  aggressive  with  each 
transformation  of  the  company.” 

Person  most  admired:  “My  wife  Char¬ 
lotte.” 

Last  books  read:  “Unleashing  the  Killer 
App;  Digital  Strategies  for  Market 
Dominance,”  by  Larry  Downes,  et  al.,  and 
“Billy  Graham;  The  Inspirational  Writings: 
Peace  With  God,  the  Secret  of  Happiness, 
Answers  to  Life's  Problems.” 

Last  movie  seen:  “Patch  Adams.” 


CareerPath 


•  First  job  after  college  was  on  the  audit 
staff  of  Arthur  Andersen. 

•  Last  job  before  joining  Harte-Hanks  Inc. 
was  at  Price  Waterhouse. 

•  Joined  Harte-Hanks  accounting  depart¬ 
ment  staff  in  1971. 

•  Named  treasurer  and  chief  financial  offi¬ 
cer  in  1972. 

•  Became  member  of  the  board  of  direc¬ 
tors  in  1974. 

•  Has  been  CEO  since  1991. 


consumers,  too  often  bypassing  newspa¬ 
pers  entirely.  The  Internet  has  accelerated 
the  process,  turning  clicks  into  highly  tar¬ 
geted  direct-marketing  campaigns.  This  is 
the  direction  where  Harte-Hanks  is 
going  —  full  speed  ahead. 

Franklin  says  the  purchase  last 
December  of  Spectral  Resources, 
a  Woodstock,  N.Y.,  company  that 
specializes  in  developing  interac¬ 
tive  computer  services  for  the 
pharmaceutical  industry,  is  the 
nucleus  of  Harte-Hanks  Inter¬ 
active,  formed  by  Harte-Hanks  in  April 
1999  and  increasingly  the  soul  of  the 
business. 

“We  bought  Spectral  Resources  to  get 
additional  interactive  technical  capabili¬ 
ties.  We  got  front-end  technology  capabil¬ 
ity  that  served  a  market  that  we  were 
already  in.  Now  we  are  going  to  take  that 
capability  and  move  it  across  our  other 


•  Serves  as  a  member  of  the  audit  com¬ 
mittee  and  the  board  of  directors  of 
John  Wiley  &  Sons  Inc.;  a  member  of 
the  board  of  directors  (and  past  vice 
chairman)  of  the  Greater  San  Antonio 
Chamber  of  Commerce;  and  a  member 
of  the  boards  of  directors  of  the: 

Baptist  Foundation  of  Texas, 
Baptist  Health  System 
Foundation, 

San  Antonio  Economic 
Development  Foundation, 
Southwest  Foundation  for 
Biomedical  Research, 

Southwest  Research  Institute, 
and  United  Way  of  Bexar  County. 

vertical  markets  so  we  get  a 
cross-sell  opportunity,”  Franklin 
explains. 

Those  vertical  markets  include  seven 
different  industry  groups.  These  are  retail, 
banking,  financial  services,  healthcare, 
pharmaceutical,  high  technology,  and 


insurance.  The  company’s  services  are 
grouped  into  three  broad  sectors  —  data¬ 
base  marketing,  response  management, 
and  marketing  services.  In  practice,  these 
services  blend  together. 

The  decision  to  turn  Harte-Hanks  into  a 
direct-marketing  company  with  a  high- 
tech  edge  was  driven  by  Larry  Franklin.  In 
fact,  Ed  Harte,  son  of  company  co¬ 
founder  Houston  Harte,  resigned  from  the 
board  because  he  was  so  incensed  by  the 
decision,  says  Harry  Bucket,  Times  Mir¬ 
ror  consultant  and  former  president  of 
Harte-Hanks  Shoppers.  But  Bucket  thinks 
from  a  business  standpoint  it  was  a  sound 
move.  “He  traded  stability  and  high  cash 
flow  for  the  potential  to  grow  substantial¬ 
ly  beyond  that  base,”  Bucket  says 

Harte-Hanks  got  its  toe  in  the  direct- 
marketing  business  by  sending  out  bil¬ 
lions  of  pieces  of  junk  mail  on  behalf  of 
big  clients  such  as  Sears,  Roebuck  &  Co. 
It’s  one  of  the  largest  piece  mailers  in  the 
country  behind  the  U.S.  government. 

From  there,  it  moved  to  handling  the 
responses  from  the  mailings  that  arrived 
in  customers’  mail  boxes.  Harte-Hanks 
answers  over  700,000  queries  a  month  — 
mostly  from  toll-free  telephone  numbers 
and  mail-response  forms.  In  the  last  cou¬ 
ple  of  years,  the  company  also  has  gotten 
seriously  into  the  business  of  answering  e- 
mail.  When  you  “Click  here  for  more 
information,”  on  a  major  retail  Web  site, 
chances  are  a  Harte-Hanks’  computer  or 
even  employee  will  provide  the  response. 

Behind  all  of  the  operations  are  mas¬ 
sive  computer  databases  that  allow  Harte- 
Hanks  to  identify  customers  according  to 
their  income,  spending  patterns,  and  even 
professional  responsibilities.  One  of  the 
unique  things  that  Harte-Hanks  can  do  for 
a  customer  is  to  filter  sales  leads  that  have 
been  captured  via  the  Web,  telemarketing, 
direct  mail,  ad  responses,  etc. 

Additional  stored  information  about  the 
lead  is  appended  to  it,  then  scored  and 
measured  against  the  customer  profile 
model.  The  inquiries  are  assigned  a  lead 
priority,  which  are  used  to  determine  the 
follow-up  activities.  For  example,  a  lead 
representing  a  company  doing  several  mil¬ 
lion  dollars  in  business  would  get  a  phone 
call,  while  a  three-person  firm  operating 
out  of  a  garage  might  be  sent  an  e-mail. 

Another  new  opportunity  Harte-Hanks 
embarked  on  this  spring  expands  on  its 
relationship  with  the  U.S.  Postal  Service 
(USPS).  At  that  time,  Harte-Hanks  Logis¬ 
tics  launched  its  Package  Services  Busi- 
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ness.  It’s  a  national  delivery  system  serv¬ 
ing  the  business-to-residential  shipping 
market  down  to  the  neighborhood  post 
office  level.  This  service  is  structured  to 
offer  residential  delivery  six  days  a  week, 
door  to  door,  to  every  household  in  the 
United  States. 

Harte-Hanks  is  establishing  drop  cen¬ 
ters  for  large  mailers.  The  drop  shipments 
wilt  be  sorted  and  transported  to  the 
appropriate  post  offices  for  final  delivery 
by  the  USPS.  This  service  will  capitalize 
on  the  significant  postage  discounts 
offered  to  mailers  that  take  presorting  to 
new  levels.  The  delivery  business  is 
expected  to  grow  exponentially  as  more 
and  more  people  worldwide  do  their  shop¬ 
ping  on  the  Internet. 


commercial,  government,  and  nonprofit 
organizations. 

•  In  December,  Harte-Hanks  bought  the 
aforementioned  Spectral  Resources  Inc., 
a  supplier  of  new-media  services  and 
interactive  solutions  to  the  pharmaceuti¬ 
cal  industry. 

•  In  November,  Harte-Hanks  acquired 
PMSi,  a  Bellmawr,  N.J.-based  direct-mar¬ 
keting  company  with  clients  in  the  phar¬ 
maceutical,  telecommunications,  and 
financial-service  industries. 

•  In  July  1998,  Harte-Hanks  purchased 
Cornerstone  Integrated  Services,  an 
Austin,  Texas-based  company  that  pro¬ 
vides  technical  and  marketing  support  to 
high-tech  firms. 

•  In  December  1997,  Harte-Hanks  pur¬ 


those  companies,  buried  under  $900  mil¬ 
lion  in  debt  after  its  1984  leveraged  buy¬ 
out,  but  today’s  numbers  are  impressive 
—  the  kind  of  returns  that  make  Wall 
Street  analysts  sit  up  and  take  notice.  The 
firm’s  total  return  topped  190%  for  the 
three-year  period  ending  Dec.  31,  1998. 
Total  return  in  1998  alone  was  54.38%. 

Analysts  say  Harte-Hanks’  (nyse:  hhs) 
financial  performance  has  met  or  exceed¬ 
ed  earnings  expectations  every  year  since 
going  public  a  second  time  in  1993. 
Franklin  anticipates  revenue  increases 
from  the  latest  acquisitions  to  be  about 
12%  to  14%  a  year. 

If  there’s  a  secret  to  this  successful 
transformation,  it  appears  to  be  single- 
minded  dedication  to  giving  customers 


Other  Harte-Hanks  services  include: 
Web  site  development  and  design  for  both 
intranets  and  the  Internet;  strategic  mar¬ 
keting  and  consulting;  e-commerce  solu¬ 
tions;  e-mail  marketing;  online  training 
seminars  that  allow  customers  to  hold  real¬ 
time  discussions; 
and  event  man-  Urn'S 
agement. 

How  has  Harte- 
Hanks  developed 
all  these  new  skills 
that  have  nothing 
to  do  with  the 
publishing  and  ^ 
printing  of  news-  / 

ly  by  acquiring 
companies  that  already  knew  p 
how  to  do  these  kinds  of  jobs 
well.  The  list  of  its  acquisitions 
just  over  the  last  couple  of  years 
is  impressive. 

•  Less  than  two  weeks  ago, 

Aug.  31,  Harte-Hanks  announced  it 
had  signed  an  agreement  to  purchase  for 
$101  million  in  cash  Ziff-Davis  Inc.’s  ZD 
Market  Intelligence  unit,  which  supplies 
information  and  other  services  on  com¬ 
munications  and  technology  infrastruc¬ 
ture. 

•  In  June,  Harte-Hanks  acquired  lynqs 
Newmedia  of  Kansas  City,  Mo.,  a  devel¬ 
oper  of  Internet  and  intranet  applications 
for  the  financial-service,  pharmaceutical, 
and  other  industries. 

•  In  May,  Harte-Hanks  bought  Direct 
Marketing  Associates  Inc.  (DMA)  of 
Baltimore,  Md.,  a  provider  of  integrated 
direct-marketing  services  to  a  variety  of 


If  there  s  a  secret  to  this 
successful  transformation,  it 
appears  to  be  single-minded 
dedication  to  giving  customers 
what  they  want 
—  whether  they 
Bty  ■[  are  readers  ofshop- 
^  pers  or  shareholders 
Wjm  of  Harte-Hanks. 


chased  a  Belgium-based 
high-tech  company.  Tele 
Support  Services,  and  the 
month  before  that  acquired  Mer¬ 
cantile  Software  Systems,  a  Piscata- 

_  way,  N.J.-based  company  with 

expertise  in  direct-marketing 
software. 

Only  a  few  of  the  financial  details 
of  these  acquisitions  have  been  an¬ 
nounced,  but  the  company  remains  debt- 
free.  Franklin  told  stockholders  at  Harte- 
Hanks’  annual  meeting  that  most  of  the 
acquisition  opportunities  were  in  the  $5 
million  to  $10  million  range. 

Franklin  says,  “As  technology  has 
evolved,  many  of  these  smaller  companies 
haven’t  been  able  to  invest  at  the  level 
that’s  necessary  to  keep  the  technology 
current.  So  there  has  been  consolidation 
in  this  industry  with  smaller  companies 
going  with  larger  ones.  We  have  acquired 
many  of  those  kinds  of  companies.” 

At  one  point,  Harte-Hanks  was  one  of 


_»l  what  they  want  —  whether  they 
are  readers  of  shoppers  or  share¬ 
holders  of  Harte-Hanks. 

The  commitment  to  customer 
^  service  starts  at  the  top.  All 

I  Harte-Hanks  executives,  up  to 

and  including  Franklin,  make 

'ers 

sales  calls.  The  owner  of  Mom 
and  Pop’s  Hardware  not  only 
^  gets  to  see  the  regular  account 

executive,  but  also  there’s  a  good 
P~  chance  that,  now  and  then,  he’ll 
get  to  shake  hands  with  one  of 
the  Harte-Hanks  brass. 

That  kind  of  commitment  to 
customer  service  pays  off  in 
many  ways.  One  of  them  is  com¬ 
municating  to  the  staff  that  sales 
and  customer  service  is  vital.  Another  way 
is  facilitating  success  in  reaching  tough 
markets. 

Harte-Hanks  shopper  publications  are 
all  located  in  places  where  there  are  large 
Hispanic  populations  —  be  it  southern 
Florida,  San  Diego,  Los  Angeles,  or  Sac¬ 
ramento,  Calif. 

The  Flyer,  for  example,  delivers  to 
twice  as  many  Hispanic  households  and 
gets  three  times  as  much  readership  in 
Miami  as  its  nearest  competitor,  El  Nuevo 
Herald,  based  on  information  compiled 
by  Media  Audit.  It  also  does  business  with 
virtually  every  major  Hispanic-owned 
firm  in  the  region. 

Carlos  G.  Guzman,  president  of  The 
Flyer,  says  one  of  the  keys  is  dealing  per¬ 
sonally  with  the  community.  Represen¬ 
tatives  of  The  Flyer  attend  Hispanic  com¬ 
munity  functions  and  the  paper  has  a  high 
profile  at  key  community  events. 

Guzman  says,  “I  get  more  involved 
with  customers  who  are  in  the  Hispanic 
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market  than  I  do  with  other  customers.  I 
know  that  relationship-building  is  a  big 
thing  in  this  market.  Hispanics  want  a 
one-on-one  relationship  with  the  media.  It 
is  only  when  they  trust  you  and  the  kind  of 
service  that  you  will  provide  that  they  give 
the  green  light.” 

After  customer  service,  observers  of  the 
company  say  the  next  good  reason  for 
Harte-Hanks’  success  is  its  obvious  com¬ 
mitment  to  hiring  smart  people. 

Harte-Hank’s  24-person  corporate  staff 
in  San  Antonio  is  small,  but  potent.  Ed 
Marks,  one  half  of  Marks-Ferber  Com¬ 
munications,  the  country’s  second-largest 
shopper  group,  sums  up  Harte-Hank’s  hir¬ 
ing  policy  succinctly.  “They  always  hire 
high-caliber,  very  bright  people.  When 
you  pay  a  lot  of  money,  you  can  hire  a  lot 
of  good  people,”  Marks  says. 

“They  have  a  superb  management 
team,”  adds  Lauren  Rich  Fine,  an  analyst 
with  Merrill  Lynch  in  New  York.  “They 
have  one  of  the  smallest  corporate  staffs  in 
history,  but  they  are  still  very  effective.” 

Franklin  prides  himself  on  this  ap¬ 
proach.  “A  key  part  of  the  strategy  is  find¬ 
ing  people  who  you  can  build  businesses 
around,”  he  says.  “We  are  a  very  decentral¬ 
ized,  entrepreneurial  environment  commit¬ 
ted  to  giving  our  managers  the  resources 
necessary  for  them  to  execute  their  busi¬ 
ness  plans  at  their  locations.  To  make  that 
work  takes  a  good  understanding  of  strate¬ 
gically  what  we  are  trying  to  do,  culturally 
how  we  operate,  and  commitment  to  peo¬ 
ple  executing  the  plans  that  they  have  pre¬ 
sented  and  gotten  approved.” 

Dick  Mandt.  owner  of  The  Flyer 
shopper  group  in  Tampa,  Fla.,  has  a 
similar  opinion.  Mandt  is  an  ex-Harte- 
Hanks  executive,  who  left  the 
company  13  years  ago.  “They  are 
truly  a  learning  company,”  he  says. 
“None  of  us  can  say  that  we  haven’t 
made  mistakes.  We’ve  stepped  on 
some  rakes  that  whacked  us  pretty  good. 
They  learn  from  those  things  and  fix  it  and 
go  forward.  That  is  one  of  their  strengths  as 
a  business,  and  why  I  continue  to  be  confi¬ 
dent  of  them  as  a  publicly  traded  company. 
But  it’s  also  why  I  like  them  as  people.” 

From  an  internal  perspective,  Orestes 
Baez,  regional  vice  president  of  telemar¬ 
keting,  describes  the  hiring  procedures. 
“We  have  a  really  tight  process  for  recruit¬ 
ing.  There  are  multiple  interviews  with 
human  resources  and  desk  or  field  rides” 
—  opportunities  to  spend  time  with 
employees  where  both  sides  get  a  good 
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NEWSPAPERS 

Dailies 

Daily  Transcript,  Dedham,  Mass. 
Middlesex  News,  Framingham.  Mass. 
News  Tribune,  Waltham,  Mass. 
Anderson  (S.C.)  Independent  Mail 
Abilene  (Texas)  Reporter-News 
Corpus  Christ!  (Texas)  Caller-Times 
Plano  (Texas)  Star  Courier 
San  Angelo  (Texas)  Standard-Times 
Times  Record  News,  Wichita  Falls,  Texas 

Weeklies 

The  Arlington  (Mass.)  Advocate 
Belmont  (Mass.)  Citizen-Herald 
Needham  (Mass.)  Chronicle 
The  Newton  (Mass.)  Graphic 
Parkway  (Mass.)  Transcript 
Sudbury  (Mass.)  Town  Crier 
The  Watertown  (Mass.)  Sun 
Wayland-Weston  (Mass.)  Town  Crier 
Wellesley  (Mass.)  Townsman 
West  Roxbury  (Mass.)  Transcript 
The  Winchester  (Mass.)  Star 
The  Allen  (Texas)  American  (Twice  weekly) 
The  Colony  (Texas)  Leader 
Coppell  (Texas)  Gazette 
Lewisville  (Texas)  Leader 
McKinney  (Texas)  Messenger 
The  Mesquite  (Texas)  News 

SHOPPERS 

Potpourri,  Northern  California 
The  Original  PennySaver,  Southern  California 
The  Flyer,  Miami/Fort  Lauderdale 
The  Shopper  s  Guide,  Dallas/Fort  Worth 

DIRECT  MARKETING 

Domestic  Sales  Dffices  and 
Phonerooms 

Fullerton,  Calif. 
San  Diego 
Bloomfield,  Conn. 
Wilmington,  Del. 
Deerfield  Beach,  Fla. 
Jacksonville.  Fla. 
Atlanta 
Chicago 
Baltimore 
Billerica,  Mass. 
Brockton.  Mass. 
River  Edge.  N.J. 
New  York 
Cincinnati 
Forry  Fort,  Pa. 
Harrisburg,  Pa. 
Austin,  Texas 
Dallas/Fort  Worth 

Foreign  Sales  Dffices  and 
Phonerooms 

Toronto 

London 

OTHERS 

Harte-Hanks  Graphics,  San  Antonio.  Texas 
KENS-TV  (CBS)  San  Antonio,  Texas 
KENS-AM 
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NEWSPAPERS 

None 

SHOPPERS 

Bargain  Bulletin,  California 

El  Informador,  California 

Magic  Ads,  California 

Penny  Saver,  Northern  California 

Potpourri,  Northern  California 

The  Original  PennySaver,  Southern  California 

South  Coast  Shopper,  Southern  California 

The  Flyer,  Miami/Fort  Lauderdale 

DIRECT  MARKETING 

Domestic  Sales  Dffices  and 
Phonerooms 

Fullerton,  Calif. 

Los  Angeles 
Clearwater,  Fla. 

Deerfield  Beach.  Fla. 

Heathrow,  Fla. 

Jacksonville,  Fla. 

Kansas  City,  Kansas 
Baltimore 
Billerica,  Mass. 

Brockton,  Mass. 

Bellmawr,  N.J. 

Cherry  Hill.  N.J. 

River  Edge.  N.J. 

Westerville,  N.J. 

New  York 
Woodstock,  N.Y. 

Cincinnati 
Langhorne,  Pa. 

Forry  Fort,  Pa. 

Austin,  Texas 
Dallas/Fort  Worth 

Foreign  Sales  Dffices  and 
Phonerooms 

Melbourne,  Australia 
Sao  Paulo,  Brazil 
Toronto 
London 

OTHERS 

ZD  Market  Intelligence.  La  Jolla,  Calif.* 
LYNQS  Newmedia.  Kansas  City,  Mo. 

Direct  Marketing  Associates  Inc.,  Baltimore 
Spectral  Resources  Inc.,  Woodstock,  N.Y. 
PMSI,  Bellmawr,  N.J. 

Cornerstone  Integrated  Services,  Austin, 
Texas 

Tele  Support  Services,  Hasselt,  Belgium 
Mercantile  Software  Systems,  Piscataway, 
N.J. 

*ZDUrs  acquisition  is  expected  to  close  by  Oct. 

15,  subject  to  standard  regulatory  approvals  and 
closing  conditions,  according  to  Harte-Hanks.  The 
unit  has  international  offices  in  England,  France, 
Germany,  Ireland,  and  Spain. 


Source:  Harte-Hanks  Inc. 
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look  at  each  other.  “We’re  careful  about 
defining  how  the  position  should  work 
and  then  defining  the  kind  of  folks  who 
should  be  good  at  the  job.  We  use  suc¬ 
cessful  employees  as  benchmarks.  We  try 
to  be  as  fair  at  compensation  as  we  can  be 
relative  to  the  market  that  we’re  in.” 

Former  Harte-Hanks  Shoppers  presi¬ 
dent  Buckel  recalls,  “There’s  a  real  focus 
on  identifying  the  best  and  brightest. 
When  we  wanted  to  hire  somebody,  we 
recruited  them  persistently  until  they 
agreed  to  join  us.  Plus,  the  company  has 
historically  followed  a  course  that  was 
really  team-oriented.  People  want  to  play 
on  that  team.” 

It  doesn’t  hurt  that  mid-level  young 
managers  get  attractive  stock  options  — 
and  as  they  accumulate  over  time,  it  gets 
more  and  more  difficult  to  walk  away, 

Franklin,  who  has  worked  for  Harte- 
Hanks  for  28  years,  says  management 
owns  about  20%  of  the  company  and  that 
another  2,000  of  its  approximately  6,0(X) 
employees  are  stockholders. 

Mandt,  who  left  the  company  to  run 
his  own  shopper  business,  says  the  com¬ 
pany  culture  is  humane  and  molded  by 
Franklin.  “Larry’s  one  of  the  brightest 
guys  I  ever  met,”  Mandt  says.  “I’ve 
bumped  up  against  a  lot  of  bright  guys, 
but  he  also  has  the  patience  and  personal¬ 
ity  to  make  a  good  leader.  One  of  the 
impressive  things  about  Larry  is  that  he’s 
not  a  guy  who’s  going  to  plant  a  tree  and 
yank  it  up  to  see  if  the  roots  are  growing. 
When  he  commits  to  something,  he’s 
patient  enough  to  see  it  through.  It’s  hard 
to  find  that  kind  of  personality  among 
guys  who  are  really  smart.” 

The  other  pillar  on  which  Harte- 
Hanks’  success  rests  is  a  commitment  to 
embracing  technology.  Take  a  look  at  the 
shoppers’  computer  system,  for  instance. 
The  company  devised  a  system  in  1995 
that  it  calls  SAMS,  Sales  And  Marketing 
System.  SAMS  offers  a  lead-generation 
database;  it  facilitates  the  subzoning  of 
inserts  so  advertisers  can  reach  as  few  as 
1,000  households;  and  it  makes  upselling 
advertisements  to  the  Web  seamless. 

When  a  classified  representative  sells 
an  ad,  he  has  available  to  him  a  complete 
account  history.  If  there  is  any  kind  of  rate 
irregularity,  the  order  pops  up  on  the  ad 
manager’s  screen.  The  ad  manager  can 
say,  “Yes,”  “No,”  or  “Give  me  a  reason 
why  I  should  approve  this,  and  when  is  it 
going  to  revert  to  the  regular  rate?” 

Peter  E.  Gorman,  president  of  Harte- 


Hanks  Shoppers,  says  sams  has  driven  the 
average  rate  up,  given  the  company  better 
control  over  its  accounts,  and  has  increased 
salespeople’s  productivity.  Currently,  the 
company  is  looking  at  improving  SAMS  so 
external  salespeople  will  be  able  to  take  the 
program  on  the  road.  The  new  version  will 
include  better  mapping  and  contact  man¬ 
agement  features. 

Gorman  also  says  that  closer  coopera¬ 
tion  with  Harte-Hanks’  direct-marketing 


Can  newspapers  learn  from 
Harte-Hanks'  strategy?  Miles 
E.  Groves,  senior  vice  presi¬ 
dent  of  the  Barry  Group  . . . 
and  former  chief 
economist  of  the 
Newspaper  Associa¬ 
tion  of  America, 
says,  'Yes." 


divisions  is  providing  signifi¬ 
cant  opportunities  for  both  oper¬ 
ations.  A  routine  Web  site  can  be  built  by 
shopper  designers,  but  customers  with 
more  sophisticated  needs  can  be  referred 
automatically  to  the  Interactive  Division 
or  Response  Management  if  it  appears 
that  the  customer’s  ad  may  generate  a 
need  for  that  kind  of  assistance. 

For  instance,  Gorman  describes  work¬ 
ing  with  a  large  retailer  on  a  one-page  ad 
for  Levis.  The  client  successfully  sold 
350,000  pairs  of  Levis  to  Hispanic  house¬ 
holds.  Harte-Hanks  Direct  Marketing 
helped  them  do  it  by  providing  demo¬ 
graphics  and  psychographics  for  specific 
Hispanic  neighborhoods. 

One  of  the  reasons  Harte-Hanks’  shop¬ 
pers  can  do  this  kind  of  target  marketing 
is  because  of  its  sophisticated  inserting 
equipment.  The  California  Pennysavers 
are  able  to  deliver  775  unique  editions. 
For  distribution  of  inserts,  there  are  3,200 
subzones  built  from  postal  carrier  routes. 
All  deliveries  are  via  the  mail;  the  compa¬ 
ny  got  rid  of  its  alternative  delivery  sys¬ 
tems  because  of  the  belief  that  customers 
don’t  trust  them. 

“People  who  come  to  visit  us  are 
wowed  by  our  technology,”  Gorman  says. 
But  using  technology  well  isn’t  really  the 
bottom  line.  As  one  competitor  put  it. 


“They  have  smart,  committed  experienced 
people  in  their  production  string.  Their 
production  people  say,  ‘How  can  we  serve 
this  customer?’  instead  of  the  usual 
approach  —  ‘How  can  we  make  this  cus¬ 
tomer  do  what  we  want  them  to  do?”’ 

So  where  is  Harte-Hanks  going  next? 
Gorman  says  the  shopper  division  of  the 
company  is  still  digesting  the  ABC  shopper 
purchase,  expanding  those  markets  with 
the  aim  of  reaching  90%  of  the  house¬ 
holds  in  California  within  the 
next  couple  of  years.  Next,  the 
company  is  looking  at  metro 
markets  in  Florida.  “Buying  up 
more  of  Florida  makes  sense;  it’s 
of  interest  to  us,”  Gorman  says. 
The  company’s  also  looked  at 
some  markets  in  Europe  and 
South  America,  not  for 
expansion  in  the 
immediate  fu¬ 
ture,  but  eventu¬ 
ally.  “Direct  mar¬ 
keters  are  intrigued 
by  shoppers.  We 
-  think  there’s  a  con¬ 
sumer  need  for  that 
kind  of  information,” 
he  concludes. 

Franklin  looks  at  the 
future  of  Harte-Hanks  as  a  whole 
similarly. 

^  Shoppers,  he  be¬ 
lieves,  will  continue  to 
be  paper-based,  but  the  Internet  will  be  a 
bigger  part  of  the  strategy.  “We  see  our 
future  as  helping  our  customers  — 
whether  they  are  doctors,  franchise  opera¬ 
tors.  or  plumbers  —  find  their  customers 
and  help  their  customers  find  them  in  a 
very  cluttered  medium,”  Franklin  says. 

Can  newspapers  learn  from  Harte- 
Hanks’  strategy?  Miles  E.  Groves,  senior 
vice  president  of  the  Barry  Group,  a 
Bethesda,  Md.,  media-marketing  firm  and 
former  chief  economist  of  the  Newspaper 
Association  of  America,  says,  “Yes”:  “I 
think  Harte-Hanks  can  tell  a  newspaper  a 
lot  about  how  to  develop  the  direct-mar¬ 
keting  aspects  of  the  business.  Gannett, 
Houston  Chronicle,  Phoenix,  a  lot  of  these 
papers  are  doing  good  things  with  direct 
mail.  But  they  don’t  always  carry  it  into 
the  rest  of  the  opieration.  Harte-Hanks  can 
teach  them  how  to  do  that  better.” 


Phipps,  jennielp@bignet.net,  is  a 
freeiance  writer  and  editor  based  in 
Bloomfield  Hills,  Mich. 


28 


EDITOR  ft  PUBLISHER  /  SEPTEMBER  11.  1999 


www.mediainfo.com 


DIGITAL  HOW-TO 


Headlines  site  gives 
global  views,  news 


Need  more? 

•  Click  the  “Browse  All  Headlines”  link 
at  the  left  of  introductory  display  to  look 
at  multiple  headlines  from  all  150  moni¬ 
tored  newspaper  and  other  sites,  dis¬ 
played  in  screens  of  20  at  a  time.  Again, 
each  headline  is  linked,  clickable  for  the 
entire  text. 


IstHeadlines  is  another 
news  aggregator  on  the 
Web.  Journalists  can  use 
it  to  quickly  gauge  world 
coverage  of  events  from 
over  100  sources. 

by  Charles  Bowen 


anyone  looking  for  local  coverage  from 
literally  anywhere  in  the  world. 

But  what  if  you  want  to  turn  the  tele¬ 
scope  around?  Where  can  you  go  if  you 
want  to  look,  not  for  local  reporting,  but 
for  the  view  from  the  summit?  Is  there  a 
place  where  you  can  get  a  quick  read  on 
what  the  major  newspapers  and  broad¬ 
caster  are  leading  with  right  now? 

That  is  precisely  the  goal  of  a  new  site 
called  IstHeadlines,  which  monitors  the 
lead  stories  from  some  150  newspapers. 


•  You  also  can  locate  headlines  in  the 
150  monitored  agencies  by  keyword. 
Click  the  “Search  Headlines”  box  at  the 
top  of  the  introductory  screen,  enter  a 
word  or  phrase,  and  click  the  “Search” 
button. 

•  To  see  only  the  latest  news,  click  the 
“Breaking  News  Headlines”  link  at  the 
left  of  the  introductory  screen. 

•  A  “Quick  Search”  panel  on  the  intro¬ 
ductory  screen  provides  preset  searches 
for  frequently  sought  topics,  such  as  avi- 


Web-wise  journalists  pride  them-  broadcasters,  and  online  news  sources,  ation,  FBI,  hurricane.  Medicare,  police, 

selves  on  being  able  to  use  the  Each  headline  is  linked  for  fast  access  to  space,  weather,  Y2K,  and  a  variety  of 

Internet  not  Istheadlines  com  other  subjects.  Numbers  in  paren- 


only  as  a  virtual  reading 
room  for  leisurely  brows¬ 
ing,  but  also  as  a  research 
center  for  rapidly  finding 
out  what  colleagues  and 
competitors  are  writing 
in  other  newspapers 
around  the  world. 

The  Editor  &  Publisher 
Co.  itself  provides  one  of 
the  Web’s  best  gateways 
to  the  thousands  of  news¬ 
papers,  magazines,  and 
broadcasters  online. 

E6fP’s  Media  Links  at 
http://e  media  1  .media 
info.com/emedia  con¬ 
nects  you  with  more  than 
1 1  ,(XX)  Net  sites  operated 
by  news  organizations, 
and  it  can  be  searched  in 


theses  after  each  topic  indicate 
how  many  headlines  currently  are 
in  the  IstHeadlines  database  on 
that  topic. 

Other  considerations  when 
using  IstHeadlines  for  research 
purposes: 

Ilf  you  need  to  reach  the  home 
page  of  specific  news  organiza¬ 
tions,  scroll  the  introductory  page 
to  the  bottom,  where  all  the  U.S. 
and  international  papers  and 
broadcasts  monitored  are  listed 
alphabetically.  Each  is  hyperlinked 
for  easy  access. 

2 Watch  the  site  for  “Quick 
Search”  links  to  breaking  sto¬ 
ries,  such  as  the  Yosemite  murders, 
the  investigation  of  the  John  K. 
Kennedy  Jr.  plane  crash,  and  the 
political  coverage  of  Campaign 


various  ways.  You  can  click  regions  of 
global  and  continental  maps;  browse  by 
media  category,  region,  or  state;  or  do 
keyword  searches  of  names  or  locations. 
Resulting  lists  contain  hyperlinked  names 
of  news  organizations.  Click  any  of  them 
to  reach  that  newspaper’s,  magazine’s,  or 
broadcaster’s  own  home  page. 

How  extensive  the  data  is,  the  size  of 
the  backlog  of  stories  from  earlier  days, 
weeks,  and  months,  and  the  flexibility  of 
each  page’s  search  options  are  controlled, 
of  course,  by  the  individual  publishers. 
While  these  characteristics  vary  greatly 
from  site  to  site,  visiting  EdfP’s  Media 
Links  is  certainly  a  good  first  step  for 


the  full  text.  The  site  also  has  quick 
search  links  to  find  coverage  on  current 
hot  stories,  politics,  and  international 
developments. 

To  use  this  extensive  gateway,  start  by 
visiting  the  site  at  http;//www.  Isthead 
lines.com,  where  the  introductory  page  is 
topped  with  the  time  and  date  of  the  most 
recent  update,  followed  by  an  alphabet¬ 
ized  list  of  some  50  top  news  agencies 
and  the  headline  of  its  current  top  story. 
Use  the  scroll  bar  at  the  right  of  the  dis¬ 
play  to  view  the  entire  list.  Click  any 
headline  to  go  directly  to  that  organiza¬ 
tion’s  Web  site  and  view  the  full  text  of 
the  story. 


2000. 

The  site  also  has  headline  summaries 
for  specialized  news.  Along  the  top 
and  bottom  of  the  introductory  page  are 
buttons  to  connect  with  headlines  related 
to  business,  health,  sports,  and  travel. 
Click  any  to  reach  a  customized  version 
of  the  introductory  page  that  is  focused 
on  reportage  related  to  that  subject.  For 
each,  the  site  offers  a  new  section  of 
“Quick  Search”  topics.  For  instance,  in 
the  “Business”  section,  IstHeadlines  has 
links  to  stories  related  to  bankruptcy, 
cable  TV,  computers,  the  Internet,  initial 
public  offerings,  and  stories  about  specif¬ 
ic  companies. 
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MARKEIIN 


Really  big  news 
grabs  motorists 


Inquirer's  Page  One 
featured  each  morning 
on  17-by-1 4-foot  billboard 
in  Philadelphia  suburb 

by  Joe  Strupp 

For  motorists  passing  through  the 
Philadelphia  suburb  of  Pennsauken, 
N.J.,  The  Philadelphia  Inquirer  has 
become  a  big  newspaper  —  about  1 7  feet 
by  1 4  feet  big. 

Through  an  unusual 
marketing  program  de¬ 
veloped  by  the  Inquirer 
and  the  Xerox  Corp., 
the  daily  paper  is  pro¬ 
moting  its  South  Jersey 
edition  by  placing  a 
blown-up  copy  of  the 
front  page  of  each  day’s 
issue  on  a  billboard 
near  a  major  intersec¬ 
tion  in  one  of  Phila¬ 
delphia’s  key  suburbs. 

“It’s  one  of  the  major 
arteries  in  South  Jersey 
and  near  Philadelphia, 
and  a  focal  point  for  a 
lot  of  coverage,”  says 
Mac  McKeithen,  marketing  director  for 
Philadelphia  Newspapers  Inc.,  which 
oversees  promotion  for  the  Inquirer  and 
The  Philadelphia  Daily  News,  both  owned 
by  Knight  Ridden  “We  have  made  a  lot  of 
changes  in  local  coverage,  and  this  is  an 
area  we  have  focused  on.” 

The  Inquirer  launched  the  promotional 
campaign  July  29  and  has  been  placing  a 
larger-than-life  copy  of  each  day’s  front 
page  on  the  billboard  ever  since,  McKeith¬ 
en  says.  He  plans  to  continue  the  promo¬ 
tion  until  Sept.  30  and  says  discussions 
are  already  under  way  to  repeat  the  effort 
at  other  sites. 

“It’s  unusual  —  and  it  reminds  people 
of  the  value  of  the  paper,  and  to  stop  and 
pick  one  up,”  says  McKeithen,  who  says 
the  promotion  has  not  changed  single¬ 
copy  sales.  “We  are  amazed  at  the  quali¬ 


ty  of  the  printing.  You  can  sit  at  the  stop¬ 
light  and  read  every  word  of  the  articles.” 

One  of  the  keys  to  the  promotion  is  a 
new  digital  printing  system  developed  by 
Xerox  that  is  employed  daily  to  print  the 
extra-large  copy  of  the  newspaper’s  front 
page.  Xerox  used  the  system  for  a  similar 
promotion  with  The  Globe  and  Mail  in 
Toronto  (E&P,  April  3,  p.  32),  but  this 
project  marks  the  first  time  it  has  been 
used  in  the  United  States. 

“It  creates  a  very  durable,  waterproof 
product,”  says  Lois  Niland,  Xerox  manager 


of  publishing  marketing  development.  “It’s 
a  way  that  newspapers  can  use  our  digital 
technology,  and  we  have  had  interest  from 
other  newspapers  to  do  the  same  thing.” 

McKeithen  says  the  Inquirer  has  leased 
space  on  the  lone  billboard  from  Eller 
Media  and  pays  for  the  printing  costs, 
both  at  discounted  rates. 

As  part  of  the  promotion.  Xerox  has 
provided  use  of  its  equipment  and  paper, 
also  at  a  discount. 

“By  being  able  to  put  the  newspaper  in 
front  of  motorists  at  a  highly  visible  inter¬ 
section,  it  gives  the  newspaper  another 
chance  to  be  immediate,”  says  Dick 
Cooper,  Inquirer  editor  for  news  innova¬ 
tions.  “It’s  one  more  push  with  the  tech¬ 
nology  that  is  available  to  us.” 

Creation  of  the  daily  billboard  edition 
begins  at  12:15  a.m.,  when  the  newsroom 


transmits  a  computer  file  of  the  next  day’s 
front  page  to  Color  Graphics,  a  local  print¬ 
er  that  prepares  it  for  printing  through  the 
Xerox  system,  McKeithen  says. 

Between  12:15  and  3  a.m..  Xerox  prints 
out  pieces  of  the  billboard  copy  that  will 
be  put  together  for  the  giant  Page  One, 
which  is  placed  on  the  billboard  by  Eller 
Media  between  3:30  and  5:30  a.m. 

McKeithen  says  the  unusual  promotion 
has  drawn  only  favorable  responses  — 
and  experienced  only  one  missed  deadline 
due  to  a  newsroom  transmission  glitch. 

Xerox’s  digital  system,  which  allows  on¬ 
site  newspaper  publication  in  several  ways, 
was  used  by  the  Inquirer  earlier  this  year 
for  an  “instant  newspaper”  distributed  at  a 
local  horse  show  {E&P,  June  12,  p.  90.) 

Other  uses  have  included  The  Arizona 
Republic's  printing  of  a  special  on-site 
edition  for  summer  vacationers  in  San 
Diego  {E&P,  July  31,  p.  13),  and  several 
projects  in  Finland,  Niland  says.  H 


Chicago’s  ordinance  banning  most 
outdoor  advertising  of  tobacco  and 
alcohol  products  is  constitutional,  a  feder¬ 
al  appeals  court  has  ruled. 

The  ordinance,  which  prohibits  billboard 
advertising  of  alcohol  or  tobacco  in  nearly 
every  neighborhood  of  the  city,  was  passed 
in  September  1997  and  overturned  nine 
months  later  in  a  court  challenge  by  the 
Federation  of  Advertising  Industry  Repre¬ 
sentatives  (fair),  an  outdoor  advertising 
trade  group. 

In  its  decision,  the  7th  Circuit  Court  of 
Appeals  says  the  ordinance  “is  within  the 
traditional  local  police  power  that  Congress 
wished  to  preserve.” 

Compared  to  newspapers,  billboards 
are  “towards  the  bottom  of  the  totem  pole” 
when  it  comes  to  protection  from  govern¬ 
ment  regulation,  says  Joseph  Thornton  of 
the  Craven  &  Thornton  law  firm  in 
Springfield,  Ill.  “It’s  not  a  form  of  expres¬ 
sion  that  was  around  when  the  Founding 
Fathers  were  drafting  the  Constitution  and 
the  Bill  of  Rights,”  he  says,  “whereas 
there  were  always  pamphleteers,  people 
who  gave  out  pamphlets.  ...  Newspaper 
sales  in  news  boxes  are  seen  as  an  exten¬ 
sion  of  that.”  —  Mark  Fitzgerald 


The  day’s  Page  One  from  The  Philadelphia  Inquirer 
on  a  billboard  in  Pennsauken,  N.J.,  a  Philadelphia  suburb. 


U.S.  appellate 
court  rules: 
Chicago  billboard 
limits  are  OK 
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The  rate  of  change  in  the  New  Media  world  keeps  increasing,  making  it  ever  more 
difficult  to  keep  pace  with  developments.  The  Internet  has  grown  rapidly  in  the  pa 
five  years  and  e-commerce  has  exploded  in  the  past  five  months.  Other  technologies 
and  business  innovations  are  moving  just  as  quickly.  For  instance,  who  would  have 
thought  a  year  ago  that  “digital  paper”  would  already  find  commercial  applications? 
Or  that  millions  of  U.K.  residents  would  access  the  Internet  free  of  charge,  with  the 
trend  spreading  elsewhere  in  Europe  as  well? 

What  do  ^m^pfse  developments  mean  to  newspapers?  The  aim  of  Ifra  and  WAN  is 
for  parUdlttiltS  to  leave  the  conference  not  only  with  new  ideas,  but  also  with  fresh 
insights  and  a  broader  perspective  of  what  New  Media  means. 


Topics  will  range  from  business  plans  that  publishers  can  implement  in  the  near  terj^ 
to  technologies  that  may  not  mature  In  the  immediate  future  but  have  the  potentiaU^ 
revolutionise  publishing.  A  broad  International  array  of  co-chairmen  and  speakers 
offer  an  opportunity  to  compare  developments  on  both  sides  of  the  Atlantic. 


Contact  Ifra  or  WAN 

Ifra 

World  Association  of  Newspapers  (WAN) 

Washingtonplatz 

25,  rue  d’Astorg 

D-64287  Darmstadt 

F-75008  Paris 

Germany 

http://www.fiej.org 

E-mail:  Events@ifra.com 

Tel.:  +33  (1)  47  42  85  00 

Tel.:  +49  (6151)  733-6 

Fax:  +33  (1)  47  42  49  48 

Fax:  +49  (6151)  733-832 
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Dailies  down  but  intros  up  as 
feature  marketplace  evolves 


The  growth  of  the  Web  is 
one  reason  why  syndicates 
offer  more  content  than 
they  did  a  decade  ago 

by  David  Astor 

Between  1989  and  1999,  the  number 
of  U.S.  dailies  decreased  from 
1,642  to  1,489.  During  that  same 
period,  the  number  of  features  and  pack¬ 
ages  distributed  by  seven  major  syndi¬ 
cates  rose  from  6 1 2  to  792. 

If  there  are  fewer  daily  papers  —  and 
tighter  news  holes  —  why  are  syndicates 
offering  more  material? 

Part  of  the  reason  is  that  one 
of  the  seven.  Creators  Syndicate, 
was  only  2  years  old  in  1989  and 
still  adding  features  faster  than 
older  syndicates.  It  built  its  roster 
from  28  features  a  decade  ago  to 
86  today,  partly  by  taking  over 
Heritage  Features  Syndicate  in 
1991.  And  Universal  Press 
Syndicate  increased  its  lineup 
from  68  in  1989  to  123  today, 
partly  by  purchasing  Chronicle 
Features  in  1997. 

But  Universal,  Creators,  and  several 
other  syndicates  also  added  plenty  of  their 
own  content,  according  to  a  comparison 
of  their  ads  in  E&P's  1989  and  1999  syn¬ 
dicate  directories  —  from  which  the  612 
and  792  figures  were  compiled.  The  five 
other  firms  measured  were  King  Features 
Syndicate,  Los  Angeles  Times  Syndicate, 
Tribune  Media  Services  (IMS),  United 
Media,  and  Washington  Post  Writers 
Group  (WPWG).  (Copley  News  Service 
wasn’t  included  because  virtually  all  its 
1989  features  were  sold  in  packages,  and 
the  New  York  Times  Syndicate  wasn’t 
included  because  its  1999  directory  ad 
didn’t  list  all  of  its  offerings.) 

One  reason  for  the  growth  in  syndicated 
material  is  that  a  number  of  newspapers 
have  cut  staff  to  save  money  or  reallocated 
resources  to  concentrate  more  on  local 
coverage.  Papers  that  reallocate,  says  TMS 
president  and  CEO  David  Williams,  realize 


Mike  Santiago, 
Creators  Syndicate 


Sid  Goldberg, 
United  Media 


there  are  certain 
things  syndicates  can 
do  better  and  more 
cost  effectively. 

These  things  in¬ 
clude  packages  and 
services,  which  are 
growing  at  a  faster 
pace  than  individual 
features.  In  1989,  the 
seven  syndicates  had 
50  packages  and  ser¬ 
vices.  This  year?  About  125. 

Another  reason  for  the  growth  in  syndi¬ 
cated  content,  says  Creators  president  and 
chief  operating  officer  Mike  Santiago,  is 
that  many  newspaper  editors  want  more 
varied  offerings  —  including  columns  and 
comics  by  females  and  minori¬ 
ties.  “We  at  Creators  and  other 
syndicates  are  trying  to  satisfy 
the  need  for  diversity,”  he  says. 

Santiago  does  note  that,  with 
more  features  but  fewer  U.S. 
dailies  to  run  them,  a  typical 
syndicated  offering  in  1999 
might  have  fewer  clients  than  a 
typical  offering  a  decade  ago. 
Or,  he  adds,  a  feature  might 
have  the  same  number  of  clients 
but  less  usage  —  meaning  a 
paper  with  a  tight  news  hole  might  pub¬ 
lish  just  one  installment  a  week  of  a 
twice-weekly  column. 

United  senior  vice  president  and  gener¬ 
al  manager  Sid  Goldberg  agrees  that 
today’s  papers  want  a  wider  variety  of  fea¬ 
tures,  including  those  aimed  at  older  peo¬ 
ple,  younger  people,  and  others. 

“I  don’t  think  syndicates  ear¬ 
marked  demographics  as  much 
years  ago.”  he  says,  adding  that 
syndicates  are  trying  to  meet  the 
content  needs  of  editors  at  a 
time  when  many  papers  are 
starting  sections  covering 
health,  food,  and  other  subjects. 

Another  reason  why  syndi¬ 
cates  are  adding  content  is  the 
growth  of  feature-seeking  Sun¬ 
day  papers.  The  E&P  Year  Book 
in  1989  and  in  1999  showed  that  while 
U.S.  dailies  declined  from  1 ,642  to  1 ,489, 


Sunday  editions  rose  from  840  to  898. 

“People  are  so  busy  during  the  week 
that  they  play  catch-up  on  Sunday.  That’s 
where  a  lot  of  the  reading  is  going  on,” 
says  Goldberg,  who  also  notes  that  rising 
international  sales  are  helping  syndicates 
make  up  for  the  decrease  in  U.S.  dailies. 

Last  but  not  least,  a  major  reason  why 
syndicates  offer  more  material  these  days 
is  the  Internet,  which  obviously  didn’t 

The  morphing  market 

Number  of  offerings  from  seven  major 
syndicates  (Creators,  King,  LATS,  TMS, 
United,  Universal,  WPWG): 


1989: 


612 


1999:  792 


David  Williams, 
Tribune  Media 


Number  of  U.S.  daily  newspapers: 

1989:  1,642  1999:  1,489 

Number  of  U.S.  Sunday  newspapers: 

1989:  840  1999:  898 

Number  of  U.S.  daily  newspaper  Web  sites: 
1989:  0  1999:  953 

Sources:  E&P  Syndicate  Directory,  1989  and  1999;  E&P  Year  Bo<^.  1989  and  1999 

exist  in  its  present  form  a  decade  ago.  The 
1999  E&P  Year  Book  reports  that  there 
are  953  daily  and  1,271  weekly  newspa¬ 
per-related  Web  sites.  Syndicates  are  pro¬ 
viding  many  of  them,  as  well  as  many 
non-newspaper  sites,  with  content. 

TMS  now  has  several  dozen  products 
exclusively  for  online  sale,  if  you  break 
out  the  components  of  the  various  prod- 

_  ucts.  Other  companies  — 

including  Universal,  United, 
and  LATS  —  have  launched  a 
number  of  online-oriented 
offerings,  too. 

Also,  Internet  delivery  and 
other  forms  of  electronic  trans¬ 
mission  have  made  syndicated 
material  easier  to  receive  and 
customize  —  and  thus  more 
attractive  —  to  clients  in  recent 
years.  In  the  case  of  a  paginat¬ 
ed  product,  Williams  says, 
“Editors  can  move  it  and  bend  it  and 
shape  it  with  the  click  of  a  mouse.” 
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regime  in  North  ivorea  coWylffe  against  the  nei^., 
bom^  countries.  Beijing  reacted  angrily  to  reports 
•^rePentagon  was  J^sidering  allowing Tmw 
cess  to  upgraded,^Fatriot  missiles,  which  would  6i 
deployed  undef^  TMD.  The  Beijing  government 
regards  Taiwan  as  a  renegade  province  and  has  threat¬ 
ened  to  recover  it  by  force.  A  Pentagon  report* 
month  said  “China  is  engaged  in  an  intense  b 
'f  ballistic  and  missile  forces  ^’11  gi' 


renegade  \re-ni-gaci\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 

Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  Jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
Jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  cmcial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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They  share  room 
in  TMS  Campus 

Tribune  Media  Services’  (TMS)  College 
Press  Exchange  and  High  School  News  & 
Graphics  have  combined  under  the  new 
name  of  TMS  Campus. 

And  the  daily  Internet  wire  for  student 
newspapers  (http://www.tmscampus.com) 
is  now  offering  the  TVQuest  online  TV 
programming  guide,  the  MovieQuest 
online  film  guide,  and  the  Comics  Edge 
interactive  comics  page. 

Denton  makes 
dent  in  clutter 

“Getting  Orga¬ 
nized”  is  being  syn¬ 
dicated  by  Copley 
News  Service. 

The  weekly  col¬ 
umn  on  saving  time 
and  reducing  clutter 
is  by  Stephanie 
Denton,  an  organiz¬ 
ing  consultant  and 
speaker. 


Stephanie  Denton 


Feline  focus  of 
‘Fuzzy’  feature 

A  comic  starring  a  temperamental  cat, 
a  gentle  dog,  and  a  single  guy  is  being 

Et  cetera  ... 


Arianna  Huffington  of  the  Los  Angeles  Times  Syndicate 
received  numerous  media  mentions  after  she  wrote  an  August 
column  raising  the  idea  of  actor  Warren  Beatty  running  for 
president.  Huffington  was  named  by  Newsweek,  People,  The 
New  York  Times,  The  Boston  Globe,  The  Associated  Press, 
and  others.  . . .  Andrews  McMeel  Publishing  has  released  four 
small-format  hardcovers  featuring  two  comics.  The  books  are 
“Alice  in  Blunderland”  and  “Work  —  The  Wally  Way,”  both 
by  “Dilbert”  creator  Scott  Adams  of  United  Media,  and 
“Garfield  Predicts:  Fearless  Forecasts  for  a  Brave  New 
Millennium”  and  “Grip  It  and  Rip  It:  Garfield’s  Guide  to 
Golf,”  both  by  “Garfield”  creator  Jim  Davis  of  Universal 
Press  Syndicate. ...  Seven  Universal  creators  are  celebrating 
anniversaries.  Op-Ed  writers  William  F.  Buckley  Jr.,  Mary 
McGrory,  and  Richard  Reeves  have  been  with  Universal  20 
years,  as  has  caricaturist  Kerry  Waghom.  At  the  10-year  mark 
are  “News  of  the  Weird”  creator  Chuck  Shepherd,  The  Dallas 
Morning  News  editorial  cartoonist  Bill  DeOre,  and 
“Whatzit?”  puzzle  creator  Paul  Sellers.  ...  “Zits”  co-creators 
Jim  Borgman  and  Jerry  Scott  have  joined  five  other  cartoon¬ 
ists  in  a  seven-year  campaign  to  improve  literacy  in  Ohio.  The 
five  returning  Ohio  Literacy  Network  contributors  are  Chuck 
Ayers  (“Crankshaft”),  Tom  Batiuk  (“Crankshaft”  and  “Funky 


A  frame  from  Darby  Conley’s  new  comic 


syndicated  by  United  Media. 

“Get  Fuzzy”  is  by  Darby  Conley,  a 
Boston-based  illustrator  and  ex-teacher. 

Clients  include  The  Boston  Globe, 
Chicago  Tribune,  Detroit  Free  Press,  The 
Philadelphia  Inquirer,  San  Francisco 
Examiner,  and  The  Seattle  Times. 

Paper  doubles 
as  bookseller 

Books  by  Universal  Press  Syndicate 
humor  columnist  P.S.  Wall  are  available  in 
stores  —  and  in  the  lobby  of  one  of  her 
newspaper  clients. 

The  thrice-weekly  Tullahoma  (Tenn.) 
News  and  Guardian  has  sold  about  125 
copies  of  Wall’s  “My  Love  Is  Free,  But 
the  Rest  of  Me  Doesn’t  Come  Cheap” 
(Rutledge  Hill  Press,  1997).  And  it  plans 
to  soon  start  selling  her  latest,  “If  I  Were  a 
Man,  I’d  Marry  Me”  (Ballantine,  1999). 


“I’m  glad  to  see  Paula’s  come  out  with 
another  book,”  says  News  and  Guardian 
editor  Bob  Kyer.  “Her  last  one  was  Just  a 
delight  to  read.” 

He  adds  that  the  newspaper,  which  has 
9,500  weekday  and  1 1 ,000  Sunday  circu¬ 
lation,  publicizes  Wall’s  books  via  house 
ads  and  a  column  box.  Then  readers  can 
come  to  the  lobby  to  purchase  them. 

The  News  and  Guardian  —  which  also 
sells  about  75  other  titles  covering  topics 
such  as  the  Civil  War,  medicine,  and 
sports  —  buys  books  at  wholesale  prices 
and  then  sells  them  for  a  dollar  or  two  less 
than  retail.  “It’s  additional  revenue  for  the 
paper,”  says  Kyer,  although  he  declines  to 
say  exactly  how  much. 

Wall,  who  lives  near  Nashville,  Tenn., 
says,  “I’m  blown  away  by  Bob  Kyer’s 
business  savvy.  He  wanted  to  run  the  col¬ 
umn  and  figured  out  a  way  to  pay  for  it.  I 
say  we  put  him  in  charge  of  the  national 
budget.”  —  David  Astor 

S.F.  Chronicle’s 
Ryan  joins  NEA 

San  Francisco  Chronicle  general-inter¬ 
est  columnist  Joan  Ryan  will  join  the 
Newspaper  Enterprise  Association  pack¬ 
age  starting  Sept.  21. 

The  author  and  former  sportswriter 
replaces  “Focus  on  Women”  columnist 
Sara  Eckel,  who  will  write  for  magazines 
and  work  on  her  first  novel. 


Winkerbean”),  Peter  Guren  (“Ask  Shagg”),  Mike  Peters 
(“Mother  Goose  &  Grimm”),  and  Chip  Sansom  (“The  Bom 
Loser”).  ...  A  weekly  column  covering  environmental  issues 
is  being  syndicated  to  Web  sites  and  print  clients  by  Stuart 
Lieberman  (http://ired.com/news/liebenTian).  ...  Tara  Mello’s 
“Rolling  Green”  column,  which  covers  alternative-fueled  and 
-powered  vehicles,  is  being  offered  by  Motor  News  Media 
(mnmedia@uswest.net).  ...  Karen  Feld  (http://www.feldcap 
conn.com),  whose  “Capital  Connections”  column  is  distrib¬ 
uted  by  iSyndicate.  has  won  two  first-place  awards  from  the 
National  Federation  of  Press  Women. ...  Personal-finance  and 
mutual-funds  columnist  Charles  Jaffe  of  The  Boston  Globe 
and  J  Features  has  been  named  secretary  of  the  Society  of 
American  Business  Editors  &  Writers.  ...  Myke  Feinman,  a 
city  editor  for  The  Times-Press  in  Streator,  Ill.,  has  written  and 
drawn  a  novel-length  comic  book  with  a  First  Amendment 
theme.  “The  Crystal  Skull  Files,”  which  stars  a  character 

named  Terry  Freedom,  is  being  used  in  Illinois  classrooms _ 

Globe  Syndicate  has  launched  a  Web  site  at  http:// 
www.globesyndicate.com.  ...  “Bookviews,”  a  column  Alan 
Caruba  began  writing  over  30  years  ago,  is  now  available  to 
newspapers  via  the  Bookviews  site  at  http://www.bookviews. 
com.  . . .  Self-syndicated  puzzle  creator  Merl  Reagle  is  doing 
a  crossword  for  the  Reader’s  D/geit-published  magazine  New 
Choices:  Living  Even  Better  After  50. 
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Business  acquisitions, 
saies  and  service  pacts 


Consolidation  continues: 
bankruptcies  put  RIP,  CTP 
developers  in  new  hands 

by  Jim  Rosenberg 

As  restructuring  of  PrePress 
Systems  under  the  owners  of 
Monotype  and  its  sister  companies 
nears  its  expected  bankruptcy-court  bless¬ 
ing,  three  other  output  systems  businesses 
have  passed  to  new  owners  this  summer. 

At  June’s  Nexpo  trade  show,  Harlequin 
announced  integration  of  its  ScriptWorks 
Scalable  Open  Architecture  raster-image- 
processing  (rip)  technology  with  Israel- 
based  Prolmage’s  NewsWay  edition-plan¬ 
ning  and  production-management  engine, 
which  is  used  by  the  Los  Angeles  Times 
and  several  of  Europe’s  largest  dailies. 

A  month  later,  the  big  name  in  PostScript 
raster  image  processing  passed  quickly 
through  administrative  receivership  in  the 
United  Kingdom  and  into  the  hands  of 
Global  Graphics,  a  French  firm  with  offices 
elsewhere  in  Europe,  including  the  U.K. 
Global  Graphics  had  just  acquired  U.K.- 
based  platesetter,  drum  scanner,  and  color- 
management  software  manufacturer  ICG 
Ltd.,  which  is  developing  a  thermal  com- 
puter-to-plate  imager  for  launch  next  year. 

Global  bought  Harlequin  for  just  over 
$18  million  and  says  it  will  fully  support 
both  Cambridge  operations  (England  and 
Massachusetts),  expects  to  make  changes  to 
management,  and  will  run  the  business 
“independently  from  other  group  manufac¬ 
turing  operations.”  Harlequin  supplies  rips 
to  original  equipment  manufacturing  cus¬ 
tomers.  who  were  assured  of  unchanging 
service  and  support  and  no  preferential 
treatment  for  Global’s  own  companies. 

Harlequin  management  will  report  to 
Global’s  U.K.  managing  director,  Andrew 
Brian.  Global’s  digital  business  develop¬ 
ment  director,  James  Freidah,  was  appoint¬ 
ed  Harlequin  chief  operating  officer. 

Harlequin  entered  receivership  in 
early  July,  though  it  reported  its  Digital 
Print  and  Publishing  business  was  prof¬ 
itable,  with  annual  earnings  before  tax 
and  interest  of  more  than  $5  million  on 
sales  of  $21  million.  Global  says  it  was 


considering  the  fate  of  Harlequin’s 
information-management  and  software 
tools  businesses,  including  intelli¬ 
gence-analysis  products,  which  serve 
government  and  finance  markets. 

Profits  were  restored  last  year  after  Har¬ 
lequin  reorganized,  reducing  its  work  force 
by  14%  and  focusing  financial  resources  on 
business  in  the  printing/publishing  and 
information-management  markets.  Since 
further  cost  cutting  and  the  subsequent  ac¬ 
quisition,  Global  Graphics  predicts  the 
business  will  show  a  profit  for  1999-2000. 

Global  retained 
Harlequin’s  U.S.,  U.K. 
operations,  installed 
its  own  chief  operating 
officer,  and  assured 
OEMs  of  unchanging 
service  and  support. 

An  even  bigger  vendor  also  has  broad¬ 
ened  its  reach  by  rescuing  part  of  a  bank¬ 
rupt  company.  A  leading  supplier  of 
plates  and  platesetters,  Agfa  Corp.’s  pur¬ 
chase  of  the  technology  development  and 
production  group  at  Misomex  in  Hudson, 
N.H.,  provides  further  products  for  pack¬ 
aging  production,  particularly  in  flexo¬ 
graphic  platemaking. 

The  acquisition,  says  Agfa,  “will  have 
no  impact  on”  its  existing  newspaper  and 
commercial  CTP  systems  for  offset  print¬ 
ing.  The  company  emphasized  the  acquisi¬ 
tion’s  importance  in  contributing  to  its 
work  in  direct-to-press,  processless,  flexo¬ 
graphic,  and  very-large-format  imaging. 
Older,  photo  mechanical  Misomex  imag¬ 
ing  products,  such  as  imposition,  step-and- 
repeat,  and  automatic  mask-cutting  equip¬ 
ment,  were  not  included  in  the  transaction. 

The  consolidation  trend  continued  as 
Imation  Corp.’s  Imation  Publishing 
Systems  subsidiary  became  part  of 
ScenicSoft,  a  prepress  and  print-manage¬ 


ment  software  firm  founded  in  1985.  The 
subsidiary’s  line  dates  back  about  as  far  — 
to  products  developed  by  Aldus  and 
Compumation.  Aldus  acquired 
Compumation;  then  Adobe  acquired  Aldus; 
Adobe  spun  off  Compumation’s  Color 
Central  and  certain  Aldus  products  under 
the  Luminous  name.  Imation,  a  3M  spinoff, 
later  acquired  Luminous. 

Once  a  competing  supplier  of  impo¬ 
sition  software.  Imation  provided  “a  fully 
integrated”  prepress  product  line  for 
ScenicSoft,  according  to  the  company. 
ScenicSoft  says  Imation  customers  will 
benefit  from  a  “sharpened  focus”  on  data 
storage  and  information,  as  well  as  color 
and  image  management,  while  its  own 
customers  have  a  “broader  portfolio”  of 
products. 

ScenicSoft  sales  and  marketing  vice 
president  Larry  Halleran  calls  the  ac¬ 
quired  products  “state-of-the-art  applica¬ 
tions  [that]  conform  to  existing  stan¬ 
dards.”  The  company  says  it  is  committed 
to  “support  and  development  of  the  ac¬ 
quired  technologies.”  As  products,  howev¬ 
er,  Imation’s  TrapWise  imposition  pro¬ 
gram  may  give  way  to  ScenicSoft’s  Preps. 
The  company  offers  existing  customers 
PrintWise-to-Preps  transition  programs  at 
a  discount  through  Oct.  1 . 

Other  acquired  products  are:  Color 
Central  OPI  for  managing  print  jobs  across 
multiple  output  devices  from  a  Macintosh 
or  Windows  NT  server;  Mac/Windows 
TrapWise  for  creating  accurate  traps  using 
automated  settings  or  custom  controls; 
Mac-based  Print  Central  customizable 
print  spooler;  PrePrint  Pro  Mac-based 
color  separation,  with  overprinting  and 
color  mapping;  server-based  open  work- 
flow  manager  for  streamlining  production 
via  user-designed,  graphically  represented 
“pipelines”  that  connect  different  applica¬ 
tions  over  a  network  or  on  the  open  server. 

In  other  deals.  Pitman  Co.,  headquar¬ 
tered  in  Totowa,  N.J.,  now  sells  all  plateset¬ 
ters,  film  imagesetters,  and  scanners  from 
Japan’s  Dainippon  Screen  Manufacturing, 
and  Tech  Services  International,  Kennet 
Square,  Pa.,  is  authorized  to  install,  service, 
support,  and  provide  training  on  the  poly- 
ester-based  DPX  platesetting  system  from 
Denmark’s  Purup-Eskofot.  ■{ 
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Click.  Drag.  Click. 


(You're  Done.) 


MAXWorkFlaiv"'  is  the  ultimate  new  drag-and-drop  output 
manager  from  Harris. 

■  Simplifies  even  the  most  complex  prepress  workflows 

•  Offers  high-speed.  Level  III  RIP  with  OPI  built  into  the  RIP 

■  Features  built-in,  intelligent  routing 

■  Composite  proofing  catches  all  errors  and  prevents  press  down-time 

■  Pre-flights  multiple  file  formats:  PostScript,  PDF,  raster  files  from 
other  RIPs,  TIFF,  EPS,  and  Apscom 

■  Drives  CTP  devices 

■  Optimizes  PDF  and  EPS  files  to  decrease  network  traffic  and 
storage  needs 

■  Installs  in  minutes  —  virtually  no  training  required 

Managing  your  output  workflow  has  never  been  this 
easy!  Call  today  to  find  out  how  MAXWorkFlow  can 
save  you  time  and  money:  800-526-2299 


hfARmS 


next  level  solutions 


HARRIS  PUBLISHING  SYSTEMS  I  EDITORIAL  I  PAGE  DESIGN  I  ADVERTISING  I  ASSET  MANAGEMENT 
407-242-5000  I  hpscmktg@harris.com  I  www.maxworkflow.com 
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E&P  CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.corn  •  michelea@mediainfo.com 


FEATURES 

AVAILABLE 


_ ASTROLOGY _ 

Weekly  or  Montlily  Forecasfs 
Free  link  to  our  www  brings  readers 
http://www.time-doto.com 
Time  Data  Syndicate 
(8(X))  322-5101 

AUTOMOTIVE 

WE'LL  DO  the  writing,  you  sell  the  ads! 

Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  reporting 
Automotive  News  Syndicate 
Joe  Hanley  (212)254-0890 
Fax  (21 2)  254-7646 

COLUMNS  AVAILABLE 

“Inspirational  advice  inspired  by  the 
mountains  and  meant  for  the  heart.” 
'Mountain  Therapy'  —  A  column  by 
Nancy  Pollard  Dowie  (435)  649-7600. 


_ I _ ENTERTAINMENT _ 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
(T  I  I  what  stars  are  really  doing. 

I  I  E-mailed  with  photos.  (800)  959-9977 


SUGHTLY  OFF  SUPERMOMI 
Syndicated  columnist  Deb  Di  Sandro 
(51 5)  222-6994.  www.slightlyoff.com 


The  Leftcoast° 

The  comic  strip  on  the  edge. 

The  newest  feature  from  Koko  Press 
Is  veteran  political  cartoonist  Adrian 
Raeside's  satirical  take  on  social  trends, 
pop-culture  and  new-age  weirdness 
from  a  westcoast  perspective. 

Check  out  Leftcoast  on-lirw: 
www.dallycartoons.coin/lettcoast 

For  information,  or  to  subscribe: 
1-888-629-2978 

email:  kokopressOdallycartoons.com 


I  _ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
I  for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
I  system.  Cineman  Syndicate,  P.O.  Box 
I  4433,  Middletown,  NY  10941; 

I  (914)692-4572 

i  Fax  (914)  692-8311 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308 
(909)  766-7617 


It’s  A  Classified 

Secret! 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder. 

It  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal  your 
reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  If  the  Box  Number  you're  answering 
is  on  your  list.  We  ll  discard  your  reply. 


k  ITj  "1  i  i  1  “1  k  : 


BUSINESS  OPPORTUNITIES 


OWN  YOUR  OWN  MAGAZINE 
Award-winning  city  magazines.  Can 
be  located  anywhere.  We  do  consulta¬ 
tions,  production  and  printing.  You  do 
editoriol  and  advertising  sales.  All 
profits  are  yours,  $1(X),(XX)-t  potential. 
(352)  622-2995. 


NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-381 2 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


770Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


j  Confidential  Appraisal  I  Bolitho-Qribb  i 

We  have  sold 

I  for  Estate,  ESOP,  I  &  ASSOCiateS  I  thousands  of 
I  Partners,  Bank,  Tax,  Publication  Brokerage  publishing  companies 
Stock,  Assets  i  &  Appraisals  since  1923 

L  sst1923  I.  _  .....  _ 

Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-586-8621 
104  E.  Main,  Suite  402, 
Bozemaiv  MT  59715 
jcribbwimt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82834 
jfhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341  & 
tokiswmindspring.com 


NEWSPAPER  BROKERS 


BILL  MAnHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


BOUTHO  MEDIA  SERVICE 
Community  Newspaper  Sales  & 
Appraisals,  www.bolitho.com 
(580)  421-9600 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


NEWSPAPER  BROKERS 


For  a  Hating  of  publications  for  sale,  go  to  www.cribb.com 


Leader  in  Sale 
of  Community 
Newspapers  tm 

Check  our  References 
(214)  265-9300  Rickenbacher 

Rickenbacher  Media 

6731  De.sco  Dr.,  Dalla.s,  TX  73225 
wss-w. rickcnbachermedia.com 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554 
Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HOOELL  NEWSPAPER  BROKER 
51 96  Benito,  #11,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  --  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003 
FAX  (307)  772-0004 


PHILUPS  PROPERTIES,  INC. 
Consultants-lnvestments 
Management- Brokers 
P.O.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPERS  FOR  SALE 


CENTURY  OLD  WEEKLY.  Serving  rich 
agricultural  area;  near  major  cities  in 
southeast  Minnesota.  Gross  was 
$128,000  last  year,  priced  at 
$90,000.  Available  with  or  without 
good  building.  John  E.  van  der  Linden, 
Broker,  P.O.  Box  275,  Spirit  Lake,  lA 
51360. 

Phone  (712)  336-2805. 


FOR  A  UST  OF 

Publications  For  Sale  Go  To  ... 
www.mediamergers.com 


FOR  CURRENT  USTINGS 
GOTO 
cribb.com 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 


RURAL  NORTHERN  NEW  ENGLAND 
paid  weekly  grossing  $300,000.  Reply 
with  letter  explaining  interest  to  Box 
08932,  Editor  &  Publisher. 


WEEKLY,  FREE  COMMUNITY  news¬ 
paper  in  the  fourth  fastest  growing 
county  in  the  nation.  25,000  circula¬ 
tion.  Serious  inquiries  only.  Greg 
Nobles,  Metro  Brokers  (770)  474- 
2733. 


NEWSPAPERS  FOR  SALE 


TEXAS  county  seot  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 


OWNER  OPERATOR  OPPORTUNITIES, 
terms  negotiable  —  MICHIGAN:  Com¬ 
munity  weekly;  NEW  ENGLAND: 
Heolthcore  monthly;  HAWAII:  Com¬ 
munity  monthly;  FLORIDA:  Keys  life¬ 
style  monthly.  Mayo  Communications, 
(813)  971-2061. 


NEWSPAPERS  WANTED 


LIBERTY  GROUP  PUBLISHING  is 
oggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  irKluding  60 
daily  newspapers.  All  correspondence 
and  discussions  are  confidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  648^ 

Phone:  (417)451-1520 


NEWSPAPERS  WANTED 


WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  SIOOK  to  $100M 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)  626-6440  Fax  (909)  624-8852 


Some  like  to  understand  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

NO  NONSENSE  50"  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

TWO  CHESIRE  LABEUNG  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  (or  Bill 

MAILROOM 

1  Hall  Monarch  Bottomwrap  & 

1  Hall  Monitor  Counter 
Stacker/with  Ranger  Laser. 

As  is.  Will  Sell  or  Trade  for 
Kirk  Rudy  Labeling  Machine 
with  21 5  base  and  21 1  head. 
_ Coll  (903)  596-6250 _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355 

_ Fox  (256)  997-9656 _ 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886 

_ Fox  (816)  887-2762 _ 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-5218 

_ Fox  (407)  273-901 1 _ 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)428-5817 
Fax  (770)  590-7267 


I  NEWSTEC,  INC. 

j  Specializing  in  SLS/Muller  Martini  and 
j  Heidelberg  Inserting  Systems 
I  •  Spare  Parts  •  Training  •  Installation 
1  •  Mailroom  Systems 

1  •  Buy/Sell  Used  Mailroom  Equipment 

1  Terry  Connors,  Director  of  Sales 
!  Phone:  (508)  850-7945 

Fox:  (508)  850-7951 
;  www.newstec.com 

j  PIONEER  EQUIPMENT 

j  •  Inserters  &  Stackers 

I  •  Strapers  •  Labelers  •  1  /4  Folders 
!  (217)431-0275 

I  Fax  (21 7)  431 -0273 


COMMERCIAL  PRESSES  &  AUXlUARIES 
Brush  Dampener  Conversions 
I  (815)648-4611 

i  Fax  (81 5)  648-2856 

!  DON'T  SELL  YOUR  PRESS 
j  Until  You  Contact 

j  NeNwman  International,  L.L.C. 

j  Web  Press  Sale 

I  “Worldwide  Marketing  of  Commercial 
j  Web  and  Newspaper  Web  Presses” 

I  PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  ^LNA  D30  C96 

Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

EXCELLENT  OPPORTUNITY 
5-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  color  unit  (UOP), 

1  stacked  unit,  3  mono  units. 

Very  clean.  Can  be  seen  running. 

Inter-Continental  Graphics  Inc. 
(941)561-6401  inter@sprintmail.com 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528 
Fax  (770)  552-2669 


A  BRIEF  DESCRIPTION  OF  PRESSES 
INLAND  IS  CURRENTLY  OFFERING 

•22"  GOSS  COLORLINER,  27  printing 
couples,  doubles  3:2,  160-page  folder, 
nine  45"  RTP's  -  1 990  vintage. 

•Five  MAN  Roland  Lithomatic  II  units 
and  2  half  decks,  42"  RTP's  and  60  HP 
motors  &  controllers. 

•10-unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  150  HP  con¬ 
trollers  and  motors,  8  Carys  -  1981  vin¬ 
tage. 

•9-unit  GOSS  URBANITE  with  1300 
series  1/2  &  1/4  page  folder  &  u.f.; 
paralleled  1 50  HP  motors;  9  units  (3  of 
which  are  stacked).  Press  is  very  clean 
&  in  very  good  operating  condition  - 
low  usage,  too.  Available  1st  quarter 
2000. 

•GOSS  URBANITE  tri-color  unit  with 
10-side  color  desk  (U-807). 

•5-unit  HARRIS  VI 5C  with  JF7  &  30 
HP  drive,  1981  vintage,  available  first 
quarter  1999. 

•4  HARRIS  VI 5C  units  (converted  to 
VI 5D),  mid-70's  vintage. 

•4-unit  NEWS  KING  &  COLOR  KING 
with  KJ6  and  30  H.P.  motor  and  drive. 
Can  be  seen  in  operation  and  will  be 
available  Sept.  99. 

•NEWS  KING  &  COLOR  KING  add-on 
units,  folders,  press  drives  and  roll 
stands. 

•Model  News  90  SIGNODE  TYERS, 
Model  2000  IDAB  Stackers  & 
STEWERT  GLAPAT  COR  Truck  Loaders. 

Inland  Newspaper 
Machinery  Corporation 
For  a  complete  list  of  presses. 

(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


USED  NEWSPAPER  PRESSES. 

Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 
_ (800)  257-3045 _ 

WANTED  TO  BUY _ 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
onywhere.  Call  Jim  1  (800)  872-9990. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsrocks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 

WANTED  DEAD  OR  ALIVE 
Muller  AAartini/Flarris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 

FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Miom:  (516)  843-3003 
Fox:  (516)  843-2280 


MELVILLE,  NY 


INDUSTRY 


SE 


CIRCULATION  SERVICES 

Ml  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEA4ARKCTING 
Horace  Southward 
(877)550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


CIRCULATION  SERVICES 


lllll  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  Mill 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 

BLENKARN  TELEMARKETING 
'  Auto  pay  experts 
'  Automatic  Bank/ 

Credit  Card  Transactions 
Joseph  Skaff  (800)218-6731 


NEWSPAPER  EXECUTIVE  SEARCH  |  NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

“Our  Associates  are  former  newspaper  execs  with  over  70  years 

experience,  call  me  for  a  confidential  discussion  of  your  needs.” 

Ron  Haas  &  Associates 

w 

713-977-8955  Fax  713-977-9656 

e-mail:  rhaas@rhaas.com 

Ron  Haas  | 

www.mediainfo.com 
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INDUSTRY 


S 

CIRCULATION  SERVICES 

TELE  DIREa  MARKETING,  INC. 
(912)  226-6100 
Fax  (91 2)  226-5414 
“newspaper  felemarkefing  experfs” 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC 
(800)  776-6397 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
tfiat  you  demand. 

COMPAREI  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
is  Proud  To  Offer 

Predictive  Post-Start  Verification  with  instant  E-mail 

Route  Specific  Reports,  Precise  Response  Data 
Instant  Problem  Notification  and  Lower  Rates 
We  Still  Guarantee  25%  Prepaid  Subscription  Sales! 
Call  Andy  Orr  at  1  (888)  343-0470  for  more  information 


CIRCULATION  SERVICES 


SPEaRUM  MARKETING  SERVICES 

A  teleservices  solution  (or 

•  Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibmon  (800)  830-3776 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 

_ http://www.fakebrains.com _ 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

AAASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 

PUBUSHER  CONSULTANTS 

CRADICK  &  MINIE 
Consultants  To  Publishers 
70  years  combined  industry  experience 
We  fix  income  shrinkage  and  market 
share  losses.  1  (888)414-5038 

CLASSIFIED  ADVERTISING 
DEADLINES 

In-Column  Advertisements 

Tuesday  noon  (EST)  (or  following 
Saturday  issue 
Classified  Display 
Friday  5pm  (EST)  8  days 
prior  to  publication 


HELP  WANTED 


FLORIDA  A&M  UNIVERSITY 
School  of  Journalism 
Media  and  Graphic  Arts 
Positions  Available 

Dynamic  student  newspaper  advisor/ 
teacher  needed  for  award-winning 
university  bi-weekly  newspaper. 
Requires:  Ph.D.  in  appropriate  Field, 
5-f  years  experience  in  newspaper 
journalism.  Teaching  and/or  advising 
experience  a  plus.  Those  with  no 
do^rate  but  outstanding  professional 
experience  may  be  considered.  Salary 
from  $45,000  to  $50,000  for  9 
months  (tenure-track  position). 

This  position  begins  January  3,  2000. 
Application  deadline  is  October  8, 
1999,  but  position  will  remain  open 
until  filled. 

The  FAMU  journalism  program  is 
accredited  by  ACEJMC. 

Send  a  letter  specifying  the  position 
number  and  complete  resume  to: 

Robert  M.  Ruggles,  Dean 
School  of  Journalism 
Media  &  Graphic  Arts 
1 08  Tucker  Hall 
Florida  A&M  University 
Tallahassee,  FL  32307-4800 


Your  communication 
link  to  the 
newspaper 
industry  every 
week  since  1884. 


ACADEMIC 


Assistant  Vice  President  for  College  Advancement 

The  College  of  Staten  Island  of  The  City  University  of  New  York  seeks  can- 
:  didates  for  the  position  of  Assistant  Vice  President  for  College 
I  Advancement,  to  start  by  February  1, 2000. 


The  Assistant  Vice  President,  who  reports  directly  to  the  President,  has 
responsibility  for  the  Office  of  College  Advancement  which  includes  the  fol¬ 
lowing  areas:  development  and  marketing,  aluimii  relations,  governmental 
and  press  relations  and  public  information.  He/she  is  responsible  for  imple¬ 
menting  advancement  strategies  in  these  areas.  Overall  responsibilities 
include;  plarming  and  managing  a  comprehensive  institutional  advancement 
program  that  includes  major  giving,  proposal  writing,  atuiual  fund  drives, 
and  donor  recognition  programs;  planning  and  coordinating  the  College’s 
marketing  and  imaging  campaign;  developing,  implementing,  and  adminis¬ 
tering  a  comprehensive  internal  and  external  communications  program, 
including  governmental  and  press  relations.  The  Assistant  Vice  President  for 
College  Advancement  is  ex  officio  the  Executive  Director  of  the  College  of 
Staten  Island  Foundation. 

Qualifications;  baccalaureate  degree,  advanced  degree(s)  strongly  preferred 
and  a  minimum  of  eight  years  related  experience  (higher  education  experi¬ 
ence  desirable);  evidence  of  a  successful  record  in  external  relations  and 
fund  raising,  including  the  attraction  of  major  gifts;  excellent  communica¬ 
tions  and  interpersonal  skills;  and  the  ability  to  interact  effectively  with  all 
College  constituencies  and  the  larger  community. 

Salary:  competitive  commensurate  with  qualifications. 


Review  of  applications  will  conmience  on  October  11, 1999  and  continue 
until  the  position  is  filled.  Send  a  letter  of  application,  resumd,  and  the 
names,  addresses,  and  telephone  numbers  of  three  references  to: 

VP  John  Hudacs,  Chair 

Search  Committee  for  College  Advancement 

room  lA-309  Jhc 

College  of  Staten  Island/CUNY  f  < 

2800  Victory  Blvd. 

Staten  Island,  NY  10314  lo  vJ 

EEO/AA/ADA  employer  '^W 


_ ACCOUNTING _ 

CFO-NEWSPAPER/MEDIA 
PORTLAND,  MAINE 
80MM  division  of  family  owned  news¬ 
paper  publisher.  Position  is  a  replace¬ 
ment  due  to  an  internal  promotion. 
Report  to  GM,  with  staff  of  30. 
Responsibilities  include  all  financial 
and  management  reporting,  budget, 
forecasting,  audit,  credit,  collections, 
AR.  AP,  purchasing  and  inventory  con¬ 
trol.  College  degree  necessary,  with 
CPA  or  MBA,  10-12  years  of  financial 
management  experience  with  strong 
newspaper  exposure.  Base  salary  or 
80-100K  with  20%  MBO  potential. 
Interested  parties  can  E-mail  resume  to 
kroberts1@erols.com 


A  Metro-sized  daily  newspaper 
located  in  Zone  5  is  seeking  a  highly 
motivated  individual  for  the  position  of 
Controller.  The  Controller  will  be 
responsible  (or  the  supervision  of  the 
accounting  and  credit  department 
staffs.  The  successful  candidate  will 
create  and  distribute  timely  financial 
information,  be  responsible  for  month- 
end  closings,  cash  (low  planning  and 
will  help  in  the  establishment  of  an 
effective  budgeting  system.  The  right 
candidate  (or  this  position  will  be  team 
oriented,  be  qualified  as  a  CPA,  hove 
at  least  5  years  of  accounting  and 
supervisory  experience,  and  be  profi¬ 
cient  in  Word  and  Excel.  Please  send 
your  resume,  salary  history  and 
egression  of  interest  to  Box  08937, 
Editor  &  Publisher. 

ADMINISTRATIVE 

GENERAL  AAANAGER 
Award-winning  weekly  broadsheet  in 
the  beautiful  Berkshires  (Western  MA) 
seeks  energetic,  creative,  experienced 
General  Manager  with  good  news 
sense  and  strong  soles  background. 
Salary  plus  commission.  Send  resume 
to  Box  08920,  Editor  &  Publisher. 
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HELP  WANTED 


_ ADMINISTRATIVE _ 

PUBUSHER 

Times- Shamrock  Communications  has 
an  immediate  opening  for  Publisher  of 
a  12,(XX)  circulation  AM  daily  and  a 
5,000  circulation  weekly  in  Shamokin, 
a  small  vibrant  market  in  Central  Penn¬ 
sylvania. 

The  ideal  candidate  must  possess  a 
strong  vrork  history  which  reflects  good 
management  and  leadership  skills.  You 
must  have  considerable  experience,  be 
successful  in  managing  people  and  be 
able  to  create  effective  planning  docu¬ 
ments,  which  include  budgets,  goals 
and  action  plans.  You  should  be  able 
to  lead  a  team  of  managers  toward  a 
commonly  shared  goal.  The  ability  to 
effectively  motivate  and  communicate 
is  also  a  requirement.  Background  in 
commercial  printing  would  also  be 
helpful. 

Times-Shamrock  Communications  is  a 
family-owned  media  corporation 
encompassing  26  print  and  12  radio 
broadcasting  properties.  We  offer  a  com¬ 
petitive  salary,  generous  benefits 
package  and  the  opportunity  to  lead 
an  award-winning  newspaper. 

Please  send  resume  and  salary  require¬ 
ments  to  George  V.  Lynett,  Times- 
Shamrock  Communications,  149  Penn 
Avenue,  Scranton,  PA  1 8503. 

Executive  Search  - 

•  Group  Publisher  -  Mideast 

•  General  Managers  -  Midwest,  South 

•  Ad  Directors  -  East,  Midvrest 

•  Circulation  Directors  -  Midwest,  West 

•  Prepress  Directors  -  Eost,  Midwest 

•  Research  Director  -  East 

•  Circulation  Marketing  -  East 

•  Database  Manager  -  Southwest 

•  Research  Analyst  •  West 

We  are  an  Executive  Search  firm,  all 
fees  paid  by  client  newspapers.  Submit 
your  resume  in  total  confidence,  your 
resume  is  never  forwarded  without 
your  approval. 

Send  resume  to 
Box  08872,  Editor  &  Publisher 

ADVERTISING 

AD  DIREaOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

CLASSIFIED  ADVERTISING  MANAGER 
Community  Publications,  Inc.  is  the 
publisher  of  4  weekly  newspapers  in 
northern  Delavrare.  We  offer  a  great 
opportunity  for  someone  who  can  sell 
and  motivate  others  to  sell.  Offer  an 
excellent  pay  and  benefits  package. 
We  are  looking  for  a  self-starter  vmo 
can  develop  new  programs  and  build 
the  existing  base  of  classified  word 
advertising.  We  put  a  high  priority  on 
customer  service.  Send  confidential 
resume  to  Michael  A.  Hollick,  Com¬ 
munity  Publications,  Inc.,  P.O.  Box 
549,  Hockessin,  DE  1 9707  or  Call 
(302)  239-4644. 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 
PACIFIC  STARS  &  STRIPES 
(Tokyo,  Japan) 

If  you  have  the  desire  to  broaden  your 
horizons,  to  travel  and  live  overseas, 
and  to  join  a  publication  in  its  55th 
year  of  serving  U.S.  Forces  stationed 
overseas,  this  might  be  the  job  for  you. 
The  European  Pacific  Stars  &  Stripes  is 
a  daily  newspaper  serving  the  U.S. 
military  service  members,  dependents, 
and  Department  of  Defense  employees 
stationed  overseas.  The  Pacific  edition 
distributes  to  seven  countries  and  ter¬ 
ritories  throughout  the  Pacific  Rim. 

Send  us  your  resume  clearly 
demonstrating  that  you  can  answer 
“Yes"  to  the  following  questions:  Are 
you  an  experienced  advertising  man¬ 
ager  or  account  executive  with  pro¬ 
fessional  sales  skills  in  a  daily  newspa¬ 
per  or  other  media?  Have  you  suc¬ 
cessfully  developed  sales  plans,  pres¬ 
entations,  and  new  revenue  opportuni¬ 
ties?  Can  you  accurately  forecast 
revenue  in  a  constantly  changing 
environment,  develop  and  manage  a 
tight-fisted  expense  budget  and  find 
new  ways  to  dramatically  increase 
sales  and  operate  more  efficiently? 
Have  you  sold  and  serviced  national 
and  local  advertising  accounts  for  o 
doily  newspaper?  Do  you  have  a 
Bachelor's  degree  in  business,  market¬ 
ing  or  a  related  field,  or  comparable 
professional  work  experience?  Do  you 
have  the  people  skills  it  takes  to 
supervise  a  multi-national  English- 
speaking  staff  in  Tokyo,  Okinawa  and 
Seoul,  S.  Korea? 

To  apply,  send  your  resume  (or  DA 
Form  3433  -  Application  for  NAF 
Employment  to: 

Pacific  Stars  &  Stripes 
Unit  45002 
APO  AP  96337-5002 
Fox  from  U.S.:  01 1  -81 3-3403-5493 
E-mail  (ACM  text  or  MSWord  PC 
format):  jobs-pss@stripes.osd.mil 
Application  must  be  received  by  Octo¬ 
ber  1 .  U.S.  citizenship  required. 
Pacific  Stars  &  Stripes  is  a  Department 
of  Defense  Non-Appropriated  Fund 
Activity  Equal  Opportunity  Employer 

ADVERTISING  DIREOOR 

A  wonderful  opportunity  for  someone 
with  experience  in  newspaper  advertis¬ 
ing  sales  and  staff  management  to  lead 
an  aggressive,  enthusiastic,  hard¬ 
working  department  into  the  next  cen¬ 
tury.  We're  an  award-winning,  seven- 
day  morning  newspaper  in  New  York's 
beautiful  Hudson  Valley,  one  of  the 
most  desirable  locations  in  the  north¬ 
east.  We  need  someone  who  knows  his 
/her  way  around  everything  from 
major  agencies  and  large  companies 
to  “mom  and  pop”  stores.  We  want  a 
person  as  comfortable  preparing  and 
tracking  a  budget  os  he/she  is  getting 
out  of  the  office  and  into  the  field. 
Excellent  salary  and  benefits  package. 
Send  resume  and  cover  letter  to  Ira 
Fusfeld,  publisher.  Daily  Freeman,  79 
Hurley  Avenue,  Kingston,  NY  1 2401 . 

No  phone  calls,  please. 


www.mediainfo.com 


ADVERTISING 


ADVERTISING 


DiREaOR  OF  ADVERTISING 

The  Pennsylvania  Newspaper  Associa¬ 
tion  is  seeking  a  Director  of  Advertising 
to  lead  dynamic  sales  team.  Great 
opportunity  for  a  proven  sales  man¬ 
ager  looking  for  the  challenge  of  grow- 
ing  the  sales  organization. 
Responsibilities  include  marketing  and 
selling  advertising  in  newspapers 
through  the  Pennsylvania  Newspaper 
Network. 

Must  be  a  self-starter,  resourceful,  well 
organized  and  able  to  foster  teamwork 
and  cooperation.  Strong  verbal  and 
written  communication  and  computer 
skills  required.  Duties  include  oversee¬ 
ing  all  sales  processes,  media  buying 
functions,  budgeting,  marketing  and  pro¬ 
motion,  and  public  presentations. 
Some  overnight  travel.  Top  association 
position  for  right  person,  reporting  to 
Executive  Director.  College  degree 
required.  Necessary  experience  in 
advertising  sales  and  marketing, 
advertising  or  medio  buying  company. 

Please  send  resume  and  references  to 
Chris  Dimov,  Pennsylvania  Newspaper 
Association,  3899  North  Front  Street, 
Harrisburg,  PA  171 10.  EOE 

ADVERTISING  SALESPERSON  needed 
for  a  BTB  trade  publication  located  in 
central  NJ.  Must  be  experienced  in 
magazine/yellow  pages  advertising. 
Good  salary  and  commission  plus 
401  (k),  medical,  etc.  For  details  con¬ 
tact  Ann  O'Neal,  publisher 
(609)  587-6200 


DISPLAY  ADVERTISING  MANAGER 

Medium-sized  midwest  newspaper 
seeks  an  energetic  sales  manager  to 
help  us  reach  our  objectives.  Our 
objectives  are: 

•To  train  our  salespeople  to  be  the  best 
in  the  business. 

•To  solidify  our  “customer  firsf  philos¬ 
ophy. 

•To  exceed  our  revenue  goals  and 
other  sales  goals. 

This  is  an  ideal  position  for  an  ad 
director  or  a  sales  manager  at  a 
smaller  operation. 

We're  looking  for  a  high-energy 
leader  vrho  can  take  our  advertising 
division  to  the  next  level.  This  person 
should  hove  a  track  record  in  sales  and 
a  passion  for  excellence.  Sales  man¬ 
agement  experience  and  college 
d^ree  require. 

If  you  want  to  join  a  team  that's  on  the 
move,  send  your  resume  in  confidence 
to  Box  08933,  Editor  &  Publisher. 


ACADEMIC 


THE  ATLANTA  JOURNAL  CONSTITU¬ 
TION  seeks  an  individual  to  lead  its 
Creative  Advertising  Department.  The 
individual  should  have:  at  least  five 
years  of  managerial/supervisory  expe¬ 
rience  including  hiring  and  preferably 
budgetary  responsibilities.  Involvement 
in  creative  programs,  groups  and 
activities,  awards  background,  pres¬ 
entation,  strategic  planning,  copywrit¬ 
ing  skills  and  knowledge  of  design 
progroms,  such  as  Photoshop. 

Send  resumes  and  3  non-returnable 
clips  to  Alice  Murray,  ad  creative 
manager,  AJC,  72  Marietta  Street 
NW,  Atlanta,  GA  30303, 


ACADEMIC 


DIRECTOR 
School  of  Journalism 
Michigan  State  University 

The  School  of  Journalism  at  Michigan  State  University  invites 
applications  and  nominations  for  the  position  of  Director  of  the 
Journalism  School.  The  appointment  will  begin  in  the  summer 
of  2000.  The  new  director  will  provide  leadership;  forge 
cooperative  partnerships  with  alumni  and  professional 
constituencies;  actively  pursue  fundraising  and  oversee  the 
school's  activities.  Candidates  should  have  credentials  suitable 
for  appointment  to  the  rank  of  full  professor. 

Applicants  should  submit  a  letter  of  interest,  a  curriculum  vitae 
or  resume,  and  three  names  of  references.  The  deadline  for 
submissions  is  Nov.  1,  1999  or  until  the  position  is  filled.  Send 
applications  to: 

Professor  Jim  Detjen,  Chair  of  Search  Committee 
Room  341  Communication  Arts  Building 
Michigan  State  University 
East  Lansing,  MI  48824-1212 

For  more  information: 

http://www.joumalism.msu.edu/directoijob.html 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

INSIDE  SALES  AND  DINING 
SUPERVISOR 

Seven-day  Zone  9  newspaper  agency 
has  an  excellent  opportunity  in  its 
Retail  Advertising  Department  to 
develop  and  motivate  a  sales  team. 
Position  requires  at  least  5  years  of  suc¬ 
cessful  sales/marketing  experience 
with  1-2  years  of  managerial  experi¬ 
ence.  College  degree  in  business/ 
marketing  or  equivalent  work  experi¬ 
ence.  Strong  sales  skills  and  effective 
leadership  skills  are  needed.  Excellent 
verbal  and  written  communication  skills 
to  train  sales  staff,  generate  reports, 
and  ossist  with  presentations.  Salary  com¬ 
mensurate  with  experience.  T.  Deiner, 
Hawaii  Newspaper  Agency,  (808) 
535-8554  or  E-mail  to: 

tdeiner@honolulu.gannett.com 

ADVERTISING  OPERATIONS 
MANAGER 

The  Omoho  World-Herold  is  starting 
the  new  millennium  with  a  $100 
million  state-of-the-art  printing  facility 
and  full  pagination  computer  to  plate. 
We  need  a  proven  leader  to  play  a 
major  role  in  leoding  advertising  pre¬ 
press  on  this  exciting  and  invigorating 
journey! 

The  Advertising  Operations  depart¬ 
ment  is  a  40-t-  staff  of  graphic  artists, 
od  services  personnel,  digital  transfer 
specialists  and  classified  paginators. 
Everything  pre-press  that  is  advertising 
related  is  handled  by  Advertising 
Operations. 

Candidates  preferably  will  bring 
technical  sales,  and  management 
expertise  to  the  challenge.  Previous 
newspaper  experience  is  certainly  pre¬ 
ferred.  Use  your  technical  knowledge 
and  management  savvy  to  lead  the 
creative  effort  to  support  advertising 
sales  with  complete  responsibility  for 
production  and  customer  service.  Our 
creative  sofKvare  is  Creator2  on  Macs 
with  Pagination  on  Harris  NMP  and  C- 
PAG. 

The  Omaha  World-Herald  is  an 
employee  owned  twice  daily  newspa¬ 
per  with  a  250,000-k  circulation.  We 
offer  a  competitive  compensation  plan 
that  includes  three  choices  for  Health 
Care,  a  Dental  Plan,  as  well  as  vaca¬ 
tion  and  tuition  reimbursement. 

Serious  appliconts  should  send  their 
resume  and  cover  letter  with  solory 
expectations  to  the  address  below. 

Omoho  Wodd-Herald 
World-Herald  Square 
Omaha,  NE  68102 
Fox:  (402)  444-1211 

E-mail  msimmonds@owh.com 


Call  us  about  our 
low  contract  rates! 

(212)  675-4380  ext.  174 


_ ADVERTISING _ 

EMPLOYMENT  MANAGER 

The  Times-Picayune  seeks  on  Employ¬ 
ment  Manager  to  join  our  ClassifiM 
team. 

Notable  candidates  will  demonstrate  a 
successful  track  record  in  competitive 
media  sales  calling  on  local  and 
national  employment  accounts  and 
agencies.  Extensive  marketing  knowl¬ 
edge  and  superlative  communication 
skills  including  developing  and  deliver¬ 
ing  formal  o^ertising  marketing  pres¬ 
entations  that  meet  custamer  and 
newspaper  needs  is  also  required.  The 
ability  to  work  with  research  data  is 
essential.  Competence  to  coach  and 
teach  salespeople  and  develop  and 
implement  revenue  producing  business 
plans  is  important.  Travel  is  necessary. 

Our  industry-leading  benefits  package 
includes  o  choice  of  health  plans, 
dental  and  eyeware  plans,  paid  vaca¬ 
tion,  o  long-  and  short-term  disability 
package,  a  100%  Company-funded 
defined  retirement  benefit  plan,  and  a 
matching  401  (k). 

Send  resume  and  earnings  history  to: 

The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25-1429 
Attn:  Beth  Adams,  Personnel  Director 
(504)  826-3274 
EOEM/F 

MAJOR  ACCOUNTS  AAANAGER 

The  State  Newspaper,  South  Carolina's 
largest  newspaper,  is  looking  for  o 
dynamic  and  talented  individual  to 
become  our  Major  Accounts  Manager. 
The  State  is  part  of  a  Fortune  250 
internotional  communications  company 
engaged  in  the  business  of  delivering 
news  and  information  services,  in  print 
and  online,  to  more  than  100  million 
people  worldwide. 

The  successful  candidate  will  work 
closely  with  major  occounts,  both  retail 
and  national,  to  undercover  odvertis- 
ing  and  marketing  needs.  Together 
with  the  majors  team,  the  candidate 
will  create  proposals  to  meet  those 
needs  in  print  and  online.  The  Major 
Accounts  Manager  will  analyze  busi¬ 
ness  trends,  coordinate  sales  efforts, 
identify  markets,  and  develop  and 
implement  marketing  strategies  to 
increase  market  share. 

Reauirements:  Excellent  communication 
ana  sales  motivation  skills.  Outstand¬ 
ing  customer  relations  and  pres¬ 
entations  skills  are  a  must.  Must  have 
demonstrated  leadership  ability.  Must 
possess  ability  to  analyze  business 
trends  and  interpret  market  research  to 
support  sales  efforts.  A  Bachelor's 
degree  is  required,  preferably  in  busi¬ 
ness,  marketing,  advertising  or  o 
related  field.  Must  have  a  proven  track 
record  of  high-performance  results. 
Supervisary  experience  and  at  least 
three  years  newspaper  advertising 
sales  experience  is  required. 

Please  send  resume  to  Holly  Rogers, 
human  resources  director.  The  State, 
P.O.  Box  1333,  Columbia,  SC  29202. 


_ ADVERTISING _ 

NAT10NAL/MAX)R  ACCOUNT 
EXECUTIVES 

These  are  highly  visible  positions  for 
sales  professionals,  with  a  minimum  af 
two  years  experience  selling  to 
Notionol/Major  accounts  in  the 
Airline,  Cruise,  Telecommunications, 
Pharmaceutical  and  Retail  categories. 

The  Journal  News  is  looking  for  the 
right  candidate  to  join  our  team  of  pro¬ 
fessionals  selling  print  and  on-line 
advertising.  They  will  be  responsible 
for  increasing  advertising  inches  and 
revenue,  researching  competitive 
media  and  working  with  rep  firms 
including  the  NNN.  Account  Executives 
at  The  Journal  News  receive  excellent 
training  and  the  use  laptop  computers. 
We  offer  good  base  salaries, 
performance  based  bonus  programs 
and  generous  benefits  including 
pension  and  401  (k)  plans. 

The  Journal  News  values  diversity  in  its 
work  force  and  encourages  those  of 
diverse  backgrounds  and  those  who 
share  this  value  to  opply.  We  maintain 
a  safe,  drug  free  workplace  and  pre¬ 
employment  drug  testing  is  required. 

For  consideration,  please  forward 
resume  to: 

The  Journal  News 
c/o  M.  Kervick 
One  Gannet  Drive 
White  Plains,  NY  10604 
Fox  (914)  696-8174 


RETAIL  ADVERTISING  MANAGER 

Fortune  500  newspaper,  with  daily 
circulation  of  87,900  and  Sunday 
101,200  is  seeking  a  high  energy, 
goal  oriented,  dynamic  manager.  The 
ideal  candidate  should  have  a  mini¬ 
mum  of  three  years  of  sales  manage¬ 
ment  experience.  Display  advertising 
background  ond  training  experience 
essential. 

If  you  are  able  to  inspire  teamwork, 
motivote  staff  and  encourage  coopera¬ 
tion  within  a  sales  force  of  thirty  plus 
employees  while  displaying  strong 
leadership  skills  and  outstanding 
interpersonal,  verbal  and  written  skills 
then  you  are  the  person  we're  looking 
for. 

We  offer  a  competitive  compensation 
including  health,  dental  and  401  (k). 
Please  send  your  resume,  cover  letter 
and  salary  requirements  to: 

Human  Resources 
The  Times  Herold-Record 
Pamela  Albright,  HR  Generalist 
P.O.  Box  2046 
40  Mulberry  Street 
Middletown,  NY  10940 
1  (800)295-2181  or  (914)  346-3109 
Fax  (914)  343-2050 

Equal  Opportunity  Employer 

The  two  most  important  things  in  life  are 
good  friends  and  a  strong  bull  pen 

Bob  Lemon 


_ ADVERTISING _ 

RETAIL  ADVERTISING  SALES 
MANAGER 

The  News-Press,  Southwest  Florida's 
leading  daily  newspaper  100,000-f 
circulation  is  searching  for  an  experi¬ 
enced  Sales  Manager  to  work  closely 
with  sales  staff  to  set  and  reach  sales 
objectives  of  increasing  revenues.  If 
you  are  a  solid  sales  leader  with  the 
vision  and  determination  to  succeed, 
we  need  to  talk.  We  require  superior 
written/verbal  communication  ond 
interpersonal  skills,  a  college  degree 
(preferred)  in  Advertising,  Sales/ 
Marketing  or  related  experience.  2-3 
years  solid  sales  management  experi¬ 
ence  in  the  newspaper  industry  is  pre¬ 
ferred.  A  stable  sales  work  history  is 
required.  $45,000  per  year/ will  vary 
with  experience.  Interested?  Please 
forward  your  resume  to  The  News- 
Press,  Humon  Resource  Department, 
Bob  Encarnacion,  recruitment  man¬ 
ager,  2442  Dr.  Martin  Luther  King,  Jr, 
Blvd.,  Fort  Myers,  FL  33901,  Fax  (941) 
335-0297  or  E-mail: 

rencarnaci@(ortmyer.gannett.com 


RETAIL/NATIONAL  ADVERTISING 
SALES 

Solid  newspaper  is  seeking  an  experi¬ 
enced  Sales  Executive  for  its  Major 
Retail  Accounts  Team.  Will  be  selling 
advertising  space  to  existing  accounts 
and  developing  new  advertising  from 
potential  accounts.  The  successful  can- 
didote  will  have  two  years  of  retail 
sales  experience.  The  ability  to  create, 
write  and  present  creative  proposals  is 
a  must.  College  level  English  and  busi¬ 
ness  and/or  marketing  experience 
needed.  Knowledge  of  Production  and 
Circulation  Departments  is  a  plus.  Fox 
resume  and  cover  letter  including 
salary  requirements  to  T.  Deiner, 
Hawaii  Newspaper  Agency,  (808) 
535-8554  or  E-mail  to: 

tdeiner@horK>lulu.gannett.com 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

FOR  MARKETING  &  SALES 

We  are  a  100,000+  circulation  paper 
in  Zone  8  and  are  seeking  a  Sales 
Manager  for  the  Circulation  Depart¬ 
ment.  We  are  looking  for  an  experi¬ 
enced  Marketing  professional  who  can 
develop  and  coordinate  new  sales 
programs  to  increase  and  retain  home 
delivery  circulation.  In  addition,  the 
sales  manager  will  be  responsible  for 
managing  outside  sales,  inside 
telemarketing  staff  and  targeting  and 
tracking  sales.  If  you  hove  a  proven 
track  record  of  developing  strategies 
which  have  resulted  in  increased  sales 
record  and  you  like  working  in  a  com¬ 
petitive,  challenging  environment,  this 
may  be  the  job  for  you. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to  Box  08935, 
Editor  &  Publisher. 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
Dallas  legal  newspaper  seeks  manager 
for  busy  print  and  online  circulation 
department.  Strong  computer  skills  and 
excellent  phone  manner  a  must.  Legal 
background  and  sales/marketing 
experience  a  plus.  Salary,  benefits  and 
commissions.  Fax  resume  with  salary 
requirements  to  R.  McKeon  (214)  741- 
2325  or  E-mail  rmckeon@amlaw.com 


CIRCULATION 

HOME  DEUVERY  AAANAGER 

We  are  looking  for  an  experienced 
Circulation  professional  to  manage  our 
home  delivery  operation  for  our 
100,000+  circulation  in  Zone  8.  We 
need  someone  who  can  attack  a  highly 
competitive  market  and  aggressively 
promote  our  products.  This  is  a  pivotal 
position  that  reports  directly  to  the  VP 
of  Circulation.  Successful  candidate 
must  have  a  proven  track  record  in 
guiding  and  motivating  staff  while 
meeting  daily  circulation  objectives.  If 
you  are  ready  for  new  challenges  in 
your  career,  we  want  to  hear  from 
you. 

We  offer  a  competitive  salary  and 
excellent  benefits.  Qualified  individuals 
should  send  their  resume  and  salary 
requirements  to  Box  08936,  Editor  & 
Publisher. 


DIVISION  MANAGER 

The  Chicago  Tribune,  the  #1  newspa¬ 
per  source  in  Chicago  and  the  Midwest 
and  a  progressive  frader  in  the  news¬ 
paper  and  information  industry,  is  seek¬ 
ing  candidates  to  join  our  award¬ 
winning  team. 

This  pasitian  is  responsible  for  plan¬ 
ning,  organizing  and  managing 
circulation  sales,  service  and  collection 
activities  within  the  Chicagoland 
market.  Responsibilities  include  manag¬ 
ing  the  distribution  of  the  Chicago 
Tribune  and  other  publications  within 
this  market  while  analyzing  service 
levels  and  making  recommendations 
regarding  contract  status.  Additional 
responsibilities  include  financial 
accountability  and  regular  monitoring 
and  rep<  '  *  of  single  copy  sales.  This 
position  ,<..s  as  a  liaison  between 
independent  contractors  and  the  Chi¬ 
cago  Tribune.  Requirements  include  a 
college  degree  in  Business,  Marketing 
or  equivalent  work  experience.  Candi¬ 
dates  must  demonstrate  creativity  and 
flexibility,  while  possessing  strong 
coaching,  motivational,  planning, 
communication  and  follow  through 
skills. 

In  exchange  for  your  skills  and  experi¬ 
ence,  we  offer  a  challenging  and 
rewarding  work  environment,  a  com¬ 
petitive  salary  and  benefits  package 
and  the  opportunity  to  be  part  of  a  suc¬ 
cessful  team.  Please  send  your  resume 
with  salary  history  to: 

Human  Resources 
2000  York  Road 
Oak  Brook,  IL  60523 
Att:  DM/JB 


_ CIRCULATION _ 

THE  ANDERSON  INDEPENDENT 
MAIL,  a  40,000  SC  morning  daily 
seeks  a  Circulation  Zone  Manager  to 
lead  a  staff  of  four  district  managers. 
The  qualified  candidate  will  be 
responsible  for  developing  sales  and 
service  initiatives  through  hands  on 
approach.  This  is  an  excellent  opportu¬ 
nity  for  a  highly  successful  district 
manager  to  step  up  to  the  next  level  in 
an  excellent  market.  We  offer  a  com¬ 
petitive  salary,  good  benefit  package 
including  a  401  (k)  plan.  Send  letter, 
resume  and  salary  requirements  to: 

Circulation  Director 
Anderson  Independent-Mail 
P.O.  Box  2507 
Anderson,  SC  29622 
_ Fox  (864)  260-1257 _ 

THE  DICKINSON  PRESS  has  an 
immediate  opening  for  a  circulation 
manager.  This  position  requires  the 
knowledge  consistent  with  an  experi¬ 
enced  circulation  professional;  carrier 
recruitment,  route  analysis,  promotion 
and  marketing  as  well  as  strong 
interpersonal  skills.  The  first  priority 
must  be  a  strong  desire  to  create  a  sell¬ 
ing  culture  and  achieve  sales  and 
delivery  goals.  Please  send  resume  to 
Peter  Rogers,  publisher.  The  Dickinson 
Press,  P.O.  Box  1 367,  Dickinson,  ND 
58602. _ 

USA  TODAY,  The  Nation's  number 
one  newspaper  is  seeking  a  national 
customer  service  manager  to  lead  its 
call  center  operation  located  in  Silver 
Spring,  MD.  This  position  will  manage 
30+  staff  in  a  centralized  customer  ser- 
vice/call  center  environment  and  be 
accountable  for  daily  operations,  work 
flow  and  staff  development.  A  passion 
for  serving  customers  is  a  must. 

The  successful  candidate  will  have  a 
business,  accounting  or  related  degree 
and  a  minimum  of  5  years  customer 
service  experience  in  ACD  Systems 
and  a  demonstrated  competency  work¬ 
ing  in  a  windows  environment  and  AS 
400  applications  required.  If  you  can 
effectively  define  work  processes  and 
procedures,  identify  critical  success 
factors  while  demonstrating  good  judg¬ 
ment  to  resolve  customer  and  staff 
challenges,  we  encourage  you  to 
apply. 

Send  cover  letter,  resume  and  salary 
requirements  to  USA  Today,  Hiring 
Manager,  2240  Broadbirch  Drive, 
Silver  Spring,  MD  20904  or  Fax  to 
(301)  622-5882  or  apply  on  our  web 
site  at  virvrw.rpowell@usatoday.com 

EDITORIAL 

AGGRESSIVE,  mid-sized  SE  daily 
needs  a  reporter  who  can  find  A1 
stories  on  the  business  beat.  Cover  a 
thriving  medical  community,  booming 
banking  and  insurance  sectors,  an 
emerging  automobile  industry  and 
even  retailing  giant  Saks.  We  want 
someone  who  is  comfortable  with  hard 
news,  but  knows  how  to  work  human 
angles,  too.  Send  resume,  cover  letter, 
clips  to  Tabitha  Sparkes,  Birmingham 
Post-Herald,  P.O.  Box  2553,  Birm¬ 
ingham,  AL  35203. 


_ EDITORIAL _ 

ARTS  EDITOR 

The  Atlanta  Journal-Constitution  is  seek¬ 
ing  an  experienced,  aggressive  and 
creative  editor  to  help  us  with  our  Arts 
coverage.  The  ideal  person  is  plugged 
in  to  pop  as  well  os  classical  disciplines 
-  music,  visual  arts,  architecture, 
theater,  dance  and  television.  Mini¬ 
mum  five  years  of  editing  experience. 
Send  resume  and  work  samples  to 
Angela  Tuck,  news  personnel  man¬ 
ager,  AJC,  72  Marietta  Street  NW, 
Atlanta,  GA  30303. 


ASSISTANT  CITY  EDITOR 

The  Orlando  Sentinel  is  looking  for  an 
assistant  local  news  editor,  responsible 
for  coverage  of  key  beats  in  the  core 
metro  area.  Requirements:  Must  hove 
strong  news  judgment  and  the  ability  to 
work  under  deadline  pressure.  Must  be 
able  to  work  well  with  reporters,  from 
story  coaching  to  handling  copy 
quickly  and  efficiently.  Must  have  a 
thorough  understanding  of  local  news, 
including  police,  courts  and  gov¬ 
ernment  reporting.  Must  be  familiar 
with  the  First  Amendment,  libel, 
journalistic  ethics  and  the  demands  of 
fairness.  Must  hove  a  college  degree  or 
equivalent  experience.  Must  hove  5-7 
years  of  experience  in  daily  news 
gathering  or  editing.  Contact  Gail 
Rayos  at  (407)  420-5582  or  at: 
grayos@orlandosenti  nel .  com 
For  more  information  E-mail  Goil 
Rayos,  metro  editor,  Orlando  Sentinel. 


_ EDITORIAL _ 

ASSISTANT  BUSINESS  EDITOR 

The  Tennessean,  Nashville's  morning 
!  daily,  seeks  an  assistant  business  editor 
to  share  the  leadership  of  our  15 
person  business  staff.  This  is  a  high- 
profile  position,  working  with  some  of 
!  the  newspaper's  best  reporters,  and  pro¬ 
viding  the  opportunity  to  have  a  major 
impact  on  the  direction  of  the  business 
coverage.  The  Tennessean  (189,000 
I  daily,  285,000  Sunday)  is  a  Gannett 
newspaper  covering  a  fast-growing 
I  region  that's  a  natianal  leader  in  the 
I  music  and  health-care  industries.  Send 
work  samples,  references  and  a  cover 
j  letter  explaining  why  you're  right  for 
I  the  job  to  Lisa  Green,  business  editor, 

I  The  Tennessean,  1100  Broadway, 
j  Nashville,  TN  37203.  Or  fax  to  (615) 
259-8093  or  E-mail  to: 

_ lgreen@tennesseon.com _ 

ASSISTANT  METRO  EDITOR 

The  Daily  Southtown  needs  an  experi¬ 
enced  assignment  editor  to  join  its  desk 
in  competitive  south  suburbs  of  Chi¬ 
cago.  Candidates  must  demonstrate 
strong  word  skills,  aggressive  and 
creative  news  judgment,  hands-on 
management  skills  and  competitive 
drive.  1-5  years  experience  required. 
The  reporting,  graphics  and  photo- 
I  graphic  tools  ore  here;  leadership 
I  required.  Respond  to  Metro  Editor 
1  Michael  Waters,  Daily  Southtown, 
6901  W.  159th  Street,  Tinley  Park,  IL 
i  60477. 


ADMINISTRATIVE  ADMINISTRATIVE 


MEDIATT 

management!! 

Recruitment  Specialists 

Some  of  our  current  assignments: 

Publisher  -  Sriuthwestem  business  weekly  newspaper 
seeking  sales  oriented  individual;  excellent  community 
and  income  package. 

Classified  Advertising  Manager  -  Pennsylvania 
group-owned  daily  in  the  20.000  to  40,000  circulation 
range;  excellent  growth  opportunity. 

Plant  Manager  -  National  firm;  soUd  growing 
company;  needs  production  oriented  manager  with 
strong  people  skills;  Northeast  location,  good 
compensation  and  career  opportunity. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  mm2@stametinc.coni  ■  fax  847.934.6607 


www.medjainfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITORS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  o 
100,000-circulation  doily  in 
Greensboro,  NC.  They  said: 

“The  News  &  Record  seems  to  lock  the 
bockstobbing  and  internal  competition 
that  mokes  working  elsewhere  such  o 
drag.”  -  John  Newsom,  first-place  win¬ 
ner  in  the  Education  Writers  Associa¬ 
tion  awards 

“The  company  offers  the  rtrast  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.”  -  Lydian  Bernhardt,  assistant 
features  editor 

If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  writing  ability, 
creativity,  initiative  and  news  judgment 
to  Ed  Willi  ams,  recruitment 
coordinator.  News  &  Record,  200  E. 
Market  Street,  Greensboro,  NC 
27420. 


ASSISTANT  SPORTS  EDITOR 
The  (Nashville)  Tennessean  (190,000 
daily;  270,000  Sunday)  seeks  an 
editor  to  work  with  a  team  of  reporters. 
Nashville  is  home  to  nearly  new  NFL 
and  NML  teams  and  we  seek  an  editor 
to  help  us  build  on  strong  coverage 
that  also  emphasizes  UT  and  Van¬ 
derbilt.  Contact  Mike  Jones,  acting 
sports  editor.  The  Tennessean,  1 1 00 
Broadway,  Nashville,  TN  37203. 


_ EDITORIAL _ 

ASSOCIATE  EDITOR 

The  Boraboo  News  Republic,  daily  in 
south  central  Wisconsin,  seeks  an 
associate  editor.  Responsibilities 
include  designing  pages,  editing  copy 
and  taking  a  leadership  role  in  the 
newsroom.  Applicants  must  have 
newspaper  experience.  Send  resume  to 
Ben  Bromley,  P.O.  Box  9,  Boraboo,  Wl 
53913. 


AWARD-WINNING  3-person  sports 
desk  at  13,000  afternoon  daily  just 
north  of  New  Orleans  needs  reporter 
with  strong  writing  and  page  design 
skills.  Prep  and  college  are  our 
specialties;  we  cover  Saints  games  too. 
Send  resume  and  a  few  good  clips  to 
Sports  Editor  John  Lenz,  P.O.  Box 
1 1 49,  Hammond,  LA  70404.  Check  us 
out  at:  www.hammondstar.com 


BASKETBALL  WRITER 

The  Las  Vegas  Review-Journal,  a 
164,000  circulation  daily,  is  seeking 
an  experienced  writer  to  cover  the  Uni¬ 
versity  of  Nevada,  Las  Vegas  Men's 
basketball  program  and  to  do  general 
assignment  work.  Preference  will  be 
given  to  candidates  with  at  least  five 
years  of  experience  covering  major 
men's  college  basketball.  Send  cover 
letter,  resume,  list  of  references  and 
samples  of  work  to  Sports  Editor  Jim 
Possum,  Las  Vegas  Review-Journal, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070. 


_ EDITORIAL _ 

BUREAU  CHIEF 

We  are  looking  for  an  aggressive 
reporter  to  cover  county  government 
for  The  Post  Journal,  a  24,000  daily  in 
Western  New  York.  The  beat  is  rich 
with  possibilities.  Send  resume  and 
clips  to  Cristie  Herbst,  The  Post  Journal, 
Box  190,  Jamestown,  NY  14702- 
0190. 


BUSINESS  REPORTER 
The  Commercial  Appeal  in  Memphis, 
TN,  is  looking  for  an  aggressive  gen¬ 
eral  assignment  business  reporter.  We 
want  someone  who  is  good  at  devel¬ 
oping  sources  to  handle  breaking  busi¬ 
ness  news,  in-depth  coverage,  profiles 
of  people  in  business,  consumer  issues 
and  trends  in  business.  Must  hove  a 
minimum  of  three  to  five  years'  experi¬ 
ence  covering  business  news  for  a 
daily  newspaper.  The  Commercial 
Appeal  has  a  195,000  daily  and 
253,000  Sunday  circulation.  Send 
resume  and  clips  to  Otis  L.  Sanford, 
deputy  managing  editor  at  the  Com¬ 
mercial  Appeal,  495  Union  Avenue, 
Memphis,  TN  38103. 

BUSINESS  REPORTER 
The  Orange  County  Business  Journal 
wants  to  upgrade  an  already  outstand¬ 
ing  staff  by  adding  an  exceptional  busi¬ 
ness  journalist.  Reporters  with  a  desire 
to  truly  shine  are  urged  to  inquire  - 
pay  is  commensurate  with  the  position. 

What  can  the  Orange  County  Business 
Journal  offer  you? 

•A  desirable  place  to  live  -  the  southern 
California  coast. 

•Great  stories  in  one  of  the  world's  hot¬ 
test  economies,  the  “Tech  Coast.” 
Orange  County  is  a  multi-cultural  com¬ 
munity  filled  with  high-growth  com¬ 
panies,  creative  individuals  and  risk- 
taking  entrepreneurs. 

•High  pay. 

•Excellent  career  development.  OCBJ 
staffers  hove  gone  on  to  Forbes,  Bloom¬ 
berg,  Reuters,  Bridge,  Investor’s  Busi¬ 
ness  Daily,  the  Los  Angeles  Times,  The 
Orange  County  Register,  the  Min¬ 
neapolis  Star  Tribune  and  many 
editorships. 

CONTACT  Editor  Rick  Reiff  at  the 
OCBJ,  2600  Michelson  Drive,  Suite 
170,  Irvine,  CA  92612.  Phone  (949) 
833-8373.  Fax  (949)  833-8751 . 
reiff@ocbj.com  www.ocbj.com 

BUSINESS  REPORTERS 

CNN  Financial  Network  seeks  a  stock 
market  writer  and  a  technology  writer 
in  NY  for  our  web  site.  Positions 
require  a  minimum  2  years  daily  jour¬ 
nalism  experience  covering  respective 
beats.  Online  experience  preferred. 
Please  send  resume,  clips,  and  salary 
requirements  to  CNNfn,  Human 
Resources,  Box  BRE,  5  Penn  Plaza, 
New  York,  NY  10001 .  No  phone  calls, 
please. 

CAN  YOU  break  the  news  and  amplify 
on  it  with  issue  stories?  The  Naples 
Daily  News  is  looking  for  enterprising 
reporters  to  add  to  a  staff  that  pro¬ 
duces  a  three-edition,  medium-sized 
daily  with  a  heavy  emphasis  on  local 
news.  The  Daily  News  is  in  coastal 
Southwest  Florida,  where  you  can 
unwind  on  the  pristine  beaches  of  the 
Gulf  of  Mexico.  Send  resume,  clips  to 
Todd  Pratt,  9120  Bonita  Beach  Road, 
Bonita  Springs,  FL  34135. 


_ EDITORIAL _ 

CITY  EDITOR 

Join  the  team  in  directing  news  cov¬ 
erage  at  The  Post-JournaT,  a  24,000 
daily  in  Western  New  York.  You  need 
to  hove  solid  writing  skills,  a  nose  for 
news  and  an  aggressive  edge.  We  are 
able  to  train  an  experienced  reporter 
with  sharp  writing  skills  and  good 
news  judgment  who  is  ready  to  step 
into  management.  Send  resume  to 
Cristie  Herbst,  The  Post-Journal,  Box 
1 90,  Jamestown,  NY  1 4702-01 90. 

COMMUNICATIONS  DIRECTOR  for 
non-partisan,  non-profit  research 
organization  tracking  money  in 
politics.  Journalism  experience  essen¬ 
tial,  Hill  background  helpful.  Need 
creative,  news-sawy  person  to  edit 
newsletter  expand  outreach  to  media 
and  public  (especially  via  the  Internet). 
Resume,  salary  requirements  to  Center 
for  Responsive  Politics,  1 320  1 9th 
Street,  NW,  Suite  620,  Washington, 
DC  20036.  Fox;  (202)  857-7809. 

E-mail:  jobs@crp.org 

COPY  EDITING  remains  in  a  promi¬ 
nent  position  in  publishing  The  Albany 
Herald.  We  know  a  well  edited  paper 
requires  copy  editors  to  focus  on  doing 
just  that  without  the  distraction  of  other 
functions  during  their  shift.  Cross  train¬ 
ing  provides  layout  and  pagination 
opportunities,  but  the  heart  of  our  desk 
operation  is  old-fashioned  copy  edit¬ 
ing.  Experience  is  welcomed.  Send 
resume  and  references  to  Jim 
Hendricks,  managing  editor,  Albany 
Herald,  P.O.  Box  48,  Albany,  GA 
31 702-0048  or  E-mail: 

jim@albanyherald.surfsouth.com 

COPY  EDITOR  needed  for  6-day  daily, 
16,000  circulation  in  the  heart  of 
Indian  Country.  Aggressive,  energetic 
individual  wanted  to  edit  reporter's 
copy,  write  headlines  and  do  page 
layout  for  paper  in  gorgeous  Western 
New  Mexico.  Send  resume  to  Manag¬ 
ing  Editor,  The  Independent,  P.O.  Box 
1210,  Gallup,  NM  87305.  Call  (505) 
863-681 1  or  E-mail: 

gallpind@cia-g.com 
for  more  information 


COPY  EDITOR 

FOXsports.com  seeks  an  experienced 
wordsmith,  with  solid  news  judgment 
and  strong  copy-editing  skills,  for  our 
New  York  City  newsroom.  You  must 

Eour  passion  for  sports  to  turn 
copy  into  great  copy  and  write 
original  headlines.  Proficiency  in 
HTML  a  plus.  Position  is  shift  based. 
Ideal  candidates  will  have  a  minimum 
of  B.A./B.S.  in  journalism;  1-3  years 
experience  writing/editing  sports  copy; 
firm  grasp  of  AP  Style,  extensive  sports 
knowledge;  track  record  of  producing 
excellent  work  under  real-time 
deadlines.  E-mail  letter  and  resume  to 
jobs@newsdigital.com  as  MS  Word 
attachments  or  plain  text. 


Editor  &  Publisher; 
The  communication 
link  of  the  newspaper 
industry  every  week 
since  1884. 


EDITORIAL 


EDITORIAL 


“dd  Cleveland 

two  more 

experienced  writers  to  the  staff  of  its 
newest  weekly,  Cleveland  Scene.  The 
paper  publishes  hard-hitting,  magazine- 
style  news  stories  as  well  as  provocative 
music  and  arts  coverage.  This  work  goes 
beyond  mere  fact-finding-we  want  writers 
who  can  craft  compelling  narratives, 
analyze  complex  subjects  and  put  the 
city’s  news  in  perspective. 

1 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 

S' 

should  send  cover  letter,  resume  and 
clips  to; 

Christine  Brennan 

Executive  Managing  Editor 

New  Times,  Inc. 

RO.  Box  5970 

Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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CLASSIFIED  _ 


HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITORS/NEWS  DESIGNERS 

The  Times-Picayune  in  New  Orleans  is 
looking  for  experienced  copy  editors 
and  news  designers  for  our  main  news 
desk.  We  currently  hove  one  opening 
for  our  main  news  desk.  We  currently 
hove  one  opening  for  a  seasoned  word 
editor  and  one  opening  for  someone 
with  more  of  a  visual  or  production 
bent.  If  you're  the  rare  person  who  com¬ 
bines  all  of  these  skills,  we'd  like  to 
hear  from  you,  too.  We  offer  great 
benefits,  a  friendly  newsroom,  and  the 
excitement  of  a  great  news  town. 
We're  looking  for  applicants  who  have 
a  thorough  knowledge  of  AP  style, 
good  editing  skills  ond/or  design  skills. 
QuarkXPress  experience  is  a  definite 
plus,  although  much  of  your  work  will 
be  on  a  Harris  system.  We  prefer  three 
years  or  more  experience,  but  will  con¬ 
sider  recent  graduates  with  proven 
abilities. 

Send  resumes  and  clips  to  Lynn  Cun¬ 
ningham,  assistant  to  the  editor.  The 
Times-Picayune,  3800  Howard  Ave¬ 
nue,  New  Orleans,  LA  70140. 

An  Equal  Opportunity  Employer  M/F 


COPY  EDITOR 

Small  but  professional  daily/Sunday 
newspaper  in  competitive  northern 
New  Jersey  seeks  copy  editor  for  news 
desk.  Work  with  experienced  editors 
with  room  to  grow  in  responsibility  and 
compensation.  Should  have  editing 
experience,  with  newspaper  back¬ 
ground  preferred.  Baseview  pagination 
experience  helpful.  Full  benefit 
package.  Reply  to  Box  08934,  Editor 
&  Pubfisher. 


COUNTY  GOVERNMENT  REPORTER 
The  Las  Vegas  Review-Journal,  a 
164,000  daily,  seeks  an  experienced 
reporter  to  cover  the  governing  body 
presiding  over  the  notion's  fastest  grow¬ 
ing  urban  area.  The  Clark  County  Com¬ 
mission  makes  decisions  that  affect  1 .2 
million  people  in  a  country  the  size  of 
New  Jersey  and  in  a  state  where  the 
Legislature  meets  just  120  days  every 
other  year.  This  is  the  key  to 
bureaucracy  managing  growth,  water, 
transportation  and  gaming  policy,  as 
well  os  providing  city  services  for  nrare 
than  500,000  people.  To  opply,  send 
resume,  cover  letter  and  clips  to 
Annette  Caramia,  city  editor.  Las 
Vegas  Review- Journal,  P.O.  Box  70, 
Las  Vegas,  NV  891 25. 

DESIGN  EDITOR 

Are  you  a  talented  page  designer  wait¬ 
ing  for  a  chance  to  become  a  leader? 
The  Fayetteville  Observer-Times  in 
North  Carolina  would  like  to  hear  from 
you.  We  need  a  design  editor  for  our 
copy  desk  leadership  team.  The 
Observer-Times  is  a  progressive 
75,000  morning  daily  with  a  new 
press  that  goes  online  in  November. 
Send  resume  and  work  samples  to  Ross 
Scott,  news  editor,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302. 


_ EDITORIAL _ 

DAYTON  DAILY  NEWS,  Ohio,  needs 
2  copy  editor/ page  designers.  Mini¬ 
mum  2  years  experience  required. 
Must  be  able  to  edit  and  design 
attractive  pages  in  fast-paced  multiple 
zoning  environment.  Send  resumes  to 
steve_roberts@coxohio.com 


EDITORIAL  PAGE  DESIGNER 
National  magazine  group  located  in 
boatyard  in  Essex,  CT,  seeks  layout  art¬ 
ist  to  join  design  team.  Must  be  experi¬ 
enced  in  editorial  layout  (magazine  or 
newspoper),  hove  a  proven  sense  of 
design,  and  be  proficient  in  QuarkX¬ 
Press.  Copy  editing  skills  a  plus.  Send 
resume,  best  page  layouts,  and  salary 
requirements  to  Asa  Christiana,  design 
editor.  Soundings  Publications,  35  Pratt 
Street,  Essex,  CT  06426. 


EDITORIAL;  WEB  CONTENT 
DEVELOPER 

Phillips  Publishing,  Inc.'s  Health  section 
Web  team  is  looking  for  a  creative 
writer,  preferably  with  web  marketing 
experience,  to  create  new  and  exciting 
online  copy  and  interactive  experi¬ 
ences,  for  users  as  we  transform 
several  of  our  initial  web  ventures  into 
leading-edge  sites  partnered  with  other 
major  web  players.  Fax  resumes  to  MH 
at  (301)  424-6228  or  E-mail 
jobs@phillips.com 


EDITOR 

The  Billings  Gazette,  Montana's  largest 
doily  newspaper,  is  seeking  an  editor 
to  help  lead  us  into  the  21st  Century. 
It's  the  top  newsroom  post  at  Mon¬ 
tana's  premier  daily  newspaper  and  it 
requires  a  seasoned  editor  with  a  solid 
background  and  a  commitment  to  cov¬ 
ering  news  of  importance  to  readers. 
The  Gazette,  a  55,000  circulation  AM 
paper,  is  a  member  of  Lee  Enterprises, 
Inc.,  a  multimedia  corporation  with  22 
daily  newspapers  in  nine  states.  The 
editor  will  lead  a  newsroom  staff  of  64 
people  and  be  a  member  of  the  Gazet¬ 
te's  Leadership  Team,  reporting  to  the 
Publisher. 

The  Gazette  strives  to  represent  the 
needs  of  the  community  and  seeks  an 
editor  who  will  enhance  and  expand 
our  demonstrated  focus  on  the 
customers  we  serve.  If  you  are  an 
experienced  newsroom  leader  who 
listens  to  the  wonts  and  expectations  of 
today's  readers  and  shapes  content 
accordingly,  if  you  are  focused  on 
enhancing  the  newspaper's  presence 
in  the  community,  if  you  believe  the 
Internet  plays  an  integral  role  in  main¬ 
taining  the  newspaper's  relevancy  in 
our  customer's  lives,  and  you  have  the 
ability  to  inspire  a  newsroom  full  of 
very  talented  individuals  in  meeting 
these  initiatives,  send  a  cover  letter, 
resume,  and  samples  of  the  best  work 
your  newspaper  has  done  in  the  past 
year  by  September  30  to: 

Human  Resources  -  EDITOR 
Billings  Gazette 
P.O.  Box  36300 
Billings,  MT  59107-6300 
EOE 


_ EDITORIAL _ 

EDITOR  POSITIONS  OPEN 
Daily  in  Connecticut's  northwest  corner 
has  openings  on  its  desk.  QuarkXPress 
ability  a  must.  Resume  and  clips  to  Jon 
Cooper,  The  Register  Citizen,  1 90 
Water  Street,  Torrington,  CT  06790. 

EDITORS/REPORTERS 

INVESTORS  BUSINESS  DAILY  con¬ 
tinues  to  add  to  its  staff  as  its  national 
audience  grows.  We're  looking  for 
experienced  journalists  to  write  about 
business,  the  economy,  public  policy, 
computing  the  markets  and  successful 
people,  from  IBD  heodquaters  in  Los 
Angeles  and  offices  in  New  York, 
Silicone  Volley  and  Washington.  Loca¬ 
tions  vary  with  position.  News  editing, 
copy  editing,  editorial  writing  and 
entry  level  writing/editing  positions 
also  available  in  Los  Angeles  only.  Fax 
resume  and  clips  to  Susan  Warfel, 
managing  editor,  (310)  577-7350. 
Please  call  (310)  448-6373  to  confirm 
receipt  of  fax. 


EDUCATION  REPORTER 
The  Journal-Standard,  a  17,000  PM 
daily  in  Freeport,  IL,  that  consistently 
ranks  among  the  best  small  doily 
newspapers  in  Illinois,  seeks 
resourceful  reporter  to  cover  city's  pub¬ 
lic  schools  and  trends  in  education. 
Innovative,  controversial  equity  effort  in 
local  schools  makes  for  plenty  of  good 
stories.  Send  o  resume,  clips  and  Tetter 
to  Jim  Meenan,  assistant  managing 
editor.  The  Journal-Standard,  27  South 
State  Avenue,  Freeport,  IL  61032  or  E- 
mail  information  to: 

jrogers@mail.journalstandard.com 


EDITORIAL 

ENTERTAINMENT  EDITOR 


Entertainment  editor  for  39,000  daily 
on  CA's  central  coast.  Strong  editor/ 
writer/loyout  artist  proficient  in  QuarkX¬ 
Press.  2  years  experience.  Send 
resume/cover  letter  and  clips  to 
Human  Resources,  The  Tribune,  P.O. 
Box  1 1 2,  San  Luis  Obispo,  CA  93406. 

EOE 


ENTERTAINMENT  EDITOR 

The  Quad-City  Times,  a  division  of  Lee 
Enterprises,  is  looking  for  an 
imaginative  copy  editor  to  join  our 
award-winning  features  staff  and  head 
up  our  entertainment  coverage.  This 
person  will  be  responsible  for  plan¬ 
ning,  coordinating,  designing  and 
paginating  our  weekly  entertainment 
sections.  Excellent  copy-editing  skills 
are  required.  Successful  candidates  will 
be  well  organized  and  hove  a  flair  for 
j  design.  Writing  skills  a  plus.  The 
Quad-City  Times  offers  a  competitive 
salary  and  outstanding  benefits.  Come 
j  discover  the  Employer  of  Choicel 

i 

Please  send  a  resume  and  work  sam- 
I  pies  to: 


Human  Resources 
c/o  Quod-City  Times 
Attn:  Entertainment  Editor 
500  E,  Third  Street 
Davenport,  lA  52801 
or 

jdekeyser@qctimes.com 

EOE 


To  see  all  the  positions  we  currently 
have  open  please  visit  our  website  at 
www.QCnMES.com 


EDITORIAL 


EDITORIAL 


Houston 


New  Times  is 
looking  for  a 
dynamic  arts 
and  features 

editor  to  manage  its  124-page  Houston 
Press,  a  news  and  entertainment  weekly 
(110,000  circulation).  The  managing  editor 
works  directly  with  writers  to  help  shape 
local  arts  coverage  and  to  edit  magazine- 
length  feature  stories.  The  managing  editor 
also  supervises  the  day-to-day  operations 
of  the  editorial  department.  Fine  writing 
and  editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 


_ EDITORIAL _ 

EXPERIENCED  REPORTER  fo  cover 
fastest-growing  area  of  Virginia's 
Shenandoah  Valley.  We're  PM-AM 
going  all  AM  in  2(XX).  Resume,  clips  to 
Ron  Morris,  managing  editor.  The 
Winchester  Star,  2  N.  Kent  Street, 
Winchester,  VA  22601 . 

FINANCIAL  VYRITER 

Morgen-Walke  Associates,  a  leading 
investor  relations  and  corporate  com¬ 
munications  firm,  is  seeking  an  experi¬ 
enced  financial  writer  to  join  its  New 
York  City  based  Marketing  Communi¬ 
cations  Group.  You  must  be  able  to 
apply  a  solid  grasp  of  financial  con¬ 
cepts  and  bring  a  creative  approach  to 
a  diverse  range  of  writing  projects 
including  annual  reports,  press 
releases,  marketing  brochures  and 
other  essential  communications/ 
marketing  materials  for  major  com¬ 
panies  in  a  variety  of  industries. 
Strategic  thinking,  ability  to  meet  tight 
deadlines,  project  management  skills 
and  ability  to  interact  with  senior  man- 
ogement  required.  This  position  will  be 
Riled  at  either  the  account  associate  or 
account  manager  level  depending  on 
the  qualihed  candidate's  experience. 

We  offer  a  compeRtive  compensoRon 
package,  comprmensive  benefits  and 
ample  opportunity  for  professional 
development  and  growth.  Please  send 
resume,  which  must  include  salary 
info/ requests  and  2-3  of  your  best  writ¬ 
ing  samples  to  Riva  Gruen,  Morgen- 
Walke  Associates,  380  Lexington  Ave¬ 
nue,  New  York,  NY  10168;  E-mail: 
rgruen@morgenwalke.com 

EDITORIAL 


_ EDITORIAL _ 

FIRST-STRING  SPORTS  COPY  EDITOR 

WANTED 

Do  you  want  to  work  in  the  fast-paced 
world  of  the  best  sports  city  in  Amer¬ 
ica?  Do  you  have  the  experience  to 
break  into  our  starRng  lineup  and  hit 
the  ground  running  as  a  copy  editor  on 
o  desk  that  takes  pride  in  its  clever 
headlines  and  attention  to  detail?  If 
you're  obsessed  with  making  a  good 
story  better  and  want  to  become  a 
member  of  our  copy  desk  team,  send 
your  resume  and  work  samples  to 
Hank  Hryniewicz,  deputy  sports  editor. 
The  Boston  Herald,  1  Herald  Square, 
Boston,  MA  02106.  No  phone  calls, 
please. 

FREELANCE  EDITOR  -  Monthly  Block 
business  publicoRon.  Send  resume  and 
writing  samples  to  the  Network 
Journal,  139  Fulton  Street,  Suite  407, 
New  York,  NY  10038. 

GOVERNMENT  REPORTER  sought  by 
9,000-circolation  doily  in  N.W.  Ari¬ 
zona.  Good  benefits  and  good  pay 
await  person  with  desire  to  dig  deeper 
than  the  surface.  Attn.  Personnel, 
Kingman  Daily  Miner,  3015  Stockton 
Hill  Rood,  Kingman,  AZ  86401 . 

IMMEDIATE  OPENING  FOR  entry-level 
semi-weekly  reporter  on  award¬ 
winning  Texas  Golf  Coast  newspaper. 
J-degree  preferred.  Macintosh,  QuarkX¬ 
Press,  Photoshop  and  photography 
experience  helpful.  Fax  letter  of 
applicaRon,  resume,  clips,  references  to 
Christopher  Barbee  at  (409)  543-0097 
or  moil  to  El  Campo  Leader-News, 
P.O.  Box  1 1 80,  El  Campo,  TX  77437, 
Phone  (409)  543-3363 

EDITORIAL 


Phoenix 

dynamic  arts  and  m.  ^  ^  ^  ^ 

features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and  11^^ 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwnewtimes.(X)m. 


I 
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HUGE  INTERNET  OPPORTUNITY 
Wanted:  Personal  Finance  Content 
Manager.  New  site  devoted  to  baby 
boomers  with  strong  focus  on  money 
and  work/entrepreneurship  issues. 
Must  hove  6  years  experience  vrriRng 
and/or  editing  personal  Finance  and 
business  stories.  Web  experience  a 
strong  plus.  Must  be  willing  to  relocate 
in  San  Fransisco.  Ex-CNN'ers  are 
launching  exciting  multimedia  com¬ 
pany.  Competitive  salary  and  early 
stage  stock  opRons.  E-mail  bio/resume 
and  clips  to  jobs@myprimetime.com 
Thank  you,  (It's  great  out  here!) 

IMMEDIATE  OPENING  (or  managing 
editor  at  the  Arkansas  City  Traveler,  a 
six-day  afternoon  nev/spoper  in  south 
central  Kansas.  We  are  looking  (or  a 
mover  and  shaker  who  can  grow  and 
develop  a  solid  five  person  staff. 
Layout  skills  a  must,  design  skills  a 
plus.  Spelling/copy  ediRng  »ills  essen¬ 
tial.  Journalism/communications 
degree  plus  minimum  two  years  report¬ 
ing/photo  experience  preferred. 
Salary  range  in  mid  to  upper  20's. 
Send  resume,  letter  of  applicaRon  and 
clips  to  Kim  Benedict,  publisher,  P.O. 
Box  988,  Arkansas  City,  KS  67(X)5. 

LOCAL  NEWS  EDITOR/CITY  EDITOR 
Will  manage  and  supervise  the  staff 
and  operations  of  the  local  news 
department.  Plans,  designs,  edits  and 
produces  the  local  news  page  on  a 
daily  basis.  Excellent  grammar  and 
wriRng  skills  and  a  Bachelor's  in  Jour¬ 
nalism  or  related  field  is  required.  Edit¬ 
ing  and  managing/supervisory  skills 
also  required.  Need  desire  to  live  in 
culturally  diverse  area.  Adventuresome 
spirit  helpful.  Contact  ocRng  managing 
editor  Rindraty  Celes  Limtiaco  at 
rceles@pdnguam.com  or  by  priority 
mail  at  P.O.  Box  DN,  Hagotna,  GU 
96932. 

LOOKING  FOR  COLLEGE  STUDENTS 
AND  GRADUATES  interested  in  a  career 
in  the  news  i  n  d  u  sir  y. .  .The 
November  13  issue  of  E&P's  career 
guide  is  designed  (or  you!  It  includes: 
help  wonted  ads  for  entry  level  and 
early  experienced  candidates,  job 
market  stories,  inspiration,  tips  to 
improve  your  opportunity  AND  you 
can  showcase  your  own  talents  with  a 
Positions  Wanted  ad.  For  more 
informoRon  contact: 

Michele  Appelk  (212)  675-4380x173 

MANAGING  EDITOR 

The  Headlight-Herald,  one  of  Oregon's 
largest  paid  weeklies,  is  looking  for  a 
Managing  Editor  to  run  its  editorial 
department.  We  serve  more  than 
8,500  fiercely  loyal  readers  in  one  of 
America's  most  beauRful  coastal  areas. 
We're  looking  for  someone  to  help 
expand  our  coverage,  improve  our 
presentation  and  increase  our  pre¬ 
sence.  Our  young  staff  needs  a  leader. 
Send  a  letter  of  introducRon  telling  us 
vdiy  you're  the  person  we're  seeking,  a 
r6sum6,  samples  of  work  and  salary 
history  to:  Warren  Bridges,  Pacific 
Coast  Newspapers  Inc.,  P.O.  Box  444, 
Tillamook,  OR  971 41 .  Or  fax  to: 

(503)  842-8842 


MANAGING  EDITOR  FOR  NEWS 
New  Hampshire's  largest  newspapers 
seek  an  editor  with  supervisory  experi¬ 
ence  who  con  add  readership  with  cov¬ 
erage  that  is  lively,  accurate,  relevant  - 
ancT  ahead  of  the  compeRRon.  If  you 
have  a  hard-news  reporting  back¬ 
ground,  skills  in  administration,  and 
con  help  a  talented  staff  produce  its 
best  work,  please  send  your  resume 
and  clips  to  Human  Resources,  The 
Union  Leoder,  Box  9555,  AAanchester, 
NH  03108. 

AAANAGING  EDITOR 
Las  Vegas  Weekly  is  seeking  a  strong 
leoder  for  one  of  the  nation's  best 
journalism  opportunities.  We  need 
someone  able  to  develop  a  clear 
editorial  vision  for  our  66,(X)0-weekly 
alternative,  manage  a  talented  staff 
and  join  the  brain  trust  of  our  diverse 
magazine,  newspaper  and  online 
media  group.  The  successful  candidate 
will  find  compeRRve  compensation,  an 
excellent  benefits  package  with  a 
401  (k)  plan,  as  well  as  the  world's 
greatest  climate  and  lifestyle  -  day  or 
night.  Interested  candidates  may  sub¬ 
mit  resume  and  cover  letter  (in  con¬ 
fidence)  to  Bruce  SpoHeson,  general 
manager.  Las  Vegas  Weekly,  P.O.  Box 
230657,  Los  Vegas,  NV  891 23-001 1 . 
Or  E-mail  to  Bruce@vegas.com 

MANAGING  EDITOR 
Av/ord  winning  Zone  3  small  daily  is 
looking  (or  someone  ready  to  lake  the 
reigns  as  Managing  Editor.  Job  duRes 
inoude  reporter  assignments  and 
coaching,  editing,  page  layout,  and 
oversight  of  local  news  operation. 
QuarkXPress  experience  required.  This 
posiRon  requires  a  person  that  is  highly 
organized  with  excellent  communica- 
Ron  and  human  relaRon  skills,  reports 
to  Publisher.  Send  resume  and  cover  letter 
explaining  why  you  feel  your  pre¬ 
sence  would  make  us  a  better  nevrspa- 
per.  Send  to  Ronnie  Bell,  Daily  Herald, 
P.O.  Box  520,  Roanoke  Rapids,  NC 
27870  or  fax  (252)  537-2314. 

MEDIA  REPORTER 

AAediaweek  magazine  seeks  a  reporter 
with  a  minimum  of  tv^  years  experi¬ 
ence  to  take  charge  of  its  growing 
Local  Media  section,  covering  televi¬ 
sion  and  radio  stations,  newspapers 
and  magazines.  Familiarity  with  the 
media  business  a  plus.  Candidates 
should  have  strong  reporRng,  interview¬ 
ing  and  wriRng  skills  and  hove  Internet 
and  E-mail  capability.  RelocaRon  is  not 
I  required.  Send  a  resum6  with  relevant 
samples  of  your  work  to  Brian  Moran, 
executive  editor,  Mediaweek,  1515 
Broadway,  New  York,  NY  1 0036  or 
E-mail  ta  bmoran@mediavireek.com 
No  phone  calls,  or  faxes  please 

METRO  EIXTOR:  We  ore  looking  for  a 
team  player  vdio  will  help  direct  our 
news  staff  and  closely  supervise  (our 
single-reporter  bureaus  in  our  cov¬ 
erage  area.  The  successful  candidate 
will  be  creative  with  strong  reporting 
and  ediRng  skills,  capable  of  challeng¬ 
ing  our  writers  and  helping  them  grow. 
Send  letter,  resume  and  references  to 
Jim  Hendricks,  managing  editor.  The 
Albany  Herald,  P.O.  Box  48,  Albany, 
GA  31702-0048  or  E-mail: 

jim@albanyherald.surfsouth.com 
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_ EDITORIAL _ 

NEWS  EDITOR 

The  Daily  Southtown  needs  an  editor  to 
take  charge  of  its  night  news  desk  pro¬ 
ducing  a  package  that  competes 
effectively  with  major  metros  in  the  sub¬ 
urbs  of  Chicago.  Text,  graphics,  photo, 
tech  support  are  there,  as  are  copy 
editors  capable  of  excellence.  They 
need  a  captain  on  the  deck  with 
systems,  oversight  news  and  people 
skills  to  pull  it  all  together  and  get  the 
best  from  each  member  of  the  team.  3- 
5  years  experience.  QuarkXPress  and 
pagination  required.  Respond  with  let¬ 
ter  and  work  samples  to  Managing 
Editor  Douglas  Williams,  6901  W. 
159th  Street,  Tinley  Park,  IL  60477. 


NEWS  REPORTER  NEEDED  at 
aggressive,  high-quality,  7-day  news¬ 
paper  in  Southwest  NH.  Beat  cov¬ 
erage,  with  enterprise  and  investigative 
work  prized.  Resume,  clips  to  T. 
Kearney,  executive  editor.  The  Keene 
Sentinel,  P.O.  Box  546,  Keene,  NH 
03431,  E-mail:  tfk@keenesentinel.com 


NEWS  REPORTER  | 

A  leading  journal  covering  the  venture  j 
Capitol  industry  seeks  a  news  reporter.  | 
The  candidate  should  have  strong  I 
reporting  skills  and  the  drive  to  dig 
and  uncover  hard  news  in  a  private 
market,  as  well  as  the  ability  to  write  | 
feoture  articles.  Send  letter,  resume 
and  clips  to  Debra  Lou,  Securities  Data 
Publishing,  1290  Avenue  of  Americas, 
36th  Floor,  New  York,  NY  10104. 
EOE.  Fax  (212)  581-5189. 

NEWS  SYSTEMS  SEEKS  a  self-starter 
to  join  its  team  of  pagination  support 
specialists.  This  person  must 
urkierstand  editorial  workflow  and  help 
guide  newsroom  technology.  Experi¬ 
ence  with  DT  software  a  pus.  Appli¬ 
cants  should  have  good  people  skills 
and  excellent  communication  skills. 
Applicants  should  also  hove  an 
understanding  of  the  MAX  operating 
system  and  desktop  publishing  soft¬ 
ware.  Send  resume  to  Angela  Tuck, 
AJC,  72  Marietta  Street  NW,  Atlanta, 
GA  30303,  or  E-mail  atuck@ajc.com 

NewsMax.com,  an  emerging  on-line 
news  resources  seeks: 

MANAGING  EDITOR  with  top  writing 
and  editing  ability,  strong  manage¬ 
ment  skills,  energetic,  willingness  to 
tackle  controversial  stories.  Position  will 
be  New  York  based. 

MONEY  EDITOR/XXJRNAUST  sought 
for  online  financial  news.  Entails 
maintaining  and  updating  new  web  page 
with  business  headlines,  developing 
unique  reporting  and  commentary 
section. 

COPY  EDITORS  with  daily  newspaper 
experience.  Strang  rewrite  skills 
required. 

Fox  resumes  to  (561 )  686-3350  or 
E-mail  to  newsmax@ix.netcom.com  or 
NewsMax.com,  P.O.  Box  20989,  West 
Palm  Beach,  FL  33416. 
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ONLINE  EDITOR,  MaineToday.com 
SEARCH  REOPENED 

MaineToday.com,  recognized  as  an 
industry  leader  in  interactive  media, 
seeks  an  editor  with  a  record  of  suc¬ 
cess. 

The  editor  reports  to  the  president  of 
MaineToday.com  and  has  overall 
responsibility  for  the  content,  design 
and  functionality  of  a  wide  range  of 
award-winning  news  and  information 
services  focused  on  Maine.  The  editor's 
team  includes  six  content  producers 
and  two  designers,  plus  affiliates  at 
two  other  locations. 

MaineToday.com  includes  Press  Herald 
Online  (1996  Eppy  winner),  KJ/ 
Sentinel  Online,  Destination:  Maine, 
Business  Online  (1999  Eppy  winner), 
WGME  Online,  and  other  sites  focused 
on  high-interest  topic  areas  in  Maine. 

Considerable  experience  producing 
advanced  content  for  the  Web  is 
required;  experience  in  news  is  pre¬ 
ferred;  experience  in  team-focused 
management  is  strongly  preferred. 
Qualified  candidates  should  send  a 
resume  and  letter  of  interest  to: 

MaineToday.com  Editor  Search 
Human  Resources  Department 
390  Congress  Street 
Portland,  ME  04101 


OPPORTUNITIES  IN  THE  BAY  AREA 

CITY  EDITORS:  We  hove  openings  at 
The  Daily  Review  in  Hayward,  The 
Argus  in  Fremont  and  in  our  regional 
department. 

EDUCATION  WRITER:  The  Oakland 
Tribune  is  seeking  an  experienced, 
aggressive  reporter  who  can  make  this 
beat  their  own. 

COPY  DESK'  Our  News  Center  in 
I  Pleasanton  is  a  metro-sized  operation 
where  we  put  out  five  daily  newspa¬ 
pers.  We  need  capy  editors  and 
designers. 

For  any  of  these  positions,  please  con¬ 
tact  recruiting  editor  Keith  Jones  at 
kjones@angnewspapers.com  then 
follow  up  with  a  cover  letter,  resume 
and  clips  to  ANG  Newspapers,  4770 
Willow  Rood,  Pleasanton,  CA  94588. 


NEWS  Makes  The  Difference 

!  ♦  Editor  &  Publisher  is  NOT  a 

I  monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 
♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


_ EDITORIAL _ 

PAGE  DESIGNERS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

“The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  the  peo¬ 
ple.  They  are  unfailingly  friendly  and 
helpful.  The  copy  desk  is  a  real  team 
effort”  -  copy  editor  Bonnie  Lawrence 
“The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of."  -  Lydian  Bernhardt,  former 
copy  desk  chief,  now  assistant  features 
editor 

If  you  like  what  you  hear  and  hove  at 
least  hvo  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  design  and 
layout  skills,  language  skills,  creativity, 
initiative  and  news  judgment  to  Ed 
Williams,  recruitment  coordinator. 
News  &  Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


PAGINATOR/DESIGNER/COPY 
EDITOR  for  award-winning  37,000 
daily  in  East  Central  Indiana.  Should 
hove  2-3  years  experience,  be  able  to 
design  and  edit  inside  pages  as  well  as 
section  fronts.  Strong  copy  editing  skills 
a  must;  sense  of  humor  helps  (we're 
undergoing  an  upgrade).  Just  moved 
into  beautiful  new  offices.  Great  bene¬ 
fits  and  a  company  that's  on  the  move. 
Join  a  great  team. 

Mail  resume  to  The  Star  Press, 

P.O.  Box  2408,  Muncie,  IN  47307  or 
E-mail  donnap@theslarpress.com 


PHOTO  EDITOR 

You  have  a  passion  for  reporting  the 
news  with  images.  You  have  worked 
the  street  as  a  photographer,  are 
organized  and  imaginative  as  one  of 
the  leaders  in  your  paper's  photo 
department.  Now  you  are  ready  to 
move  into  the  top  position,  one  that  will 
test  your  people  skills,  news  judgment 
and  design  sense.  Your  timing  is 
perfect.  The  Saginaw  News  -  a  50,CXX3 
daily,  60,000  Sunday  mid-Michigan 
afternoon  daily  with  a  proud  tradition 
of  photojournalism  -  is  seeking  an 
editor  to  lead  its  picture  staff.  The  indi¬ 
vidual  we  choose  will  manage  our 
imaging  desk,  direct  our  award¬ 
winning  photo  staff,  work  closely  with 
other  editors  to  produce  a  must-read 
daily  news  report  and  help  with  page 
design.  Familiarity  with  Photoshop  and 
QuarkXPress  a  must.  Send  resume, 
photo  and  layout  samples  and 
references  to  Paul  Chaffee,  editor  of 
The  Saginaw  News,  203  S.  Washing¬ 
ton,  Saginaw,  Ml  48607-1283.  We 
ore  on  equol  opportunity  employer. 

POUCE/COURT  REPORTER 
This  could  be  an  entry  level  position  for 
a  highly  motivated  recent  graduate  or 
the  perfect  job  for  an  experienced 
reporter  who  is  ready  to  work  in  an 
environment  where  aggressiveness  and 
depth  of  coverage  are  highly  valued. 
Send  resume  and  clips  to  Cristie 
Herbst,  The  Post-Journal,  Box  190, 
Jamestown,  NY  14702-0190. 
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I  PULITZER-OWNED  DAILY  (10,000 
I  circ.)  needs  a  hard-working  visionary 
I  to  build  on  success  of  our  previous  top 
I  editor.  We're  a  growing  area  where 
I  you  find  greater  Chicago  commuters 
sharing  the  rood  with  farm  tractors  and 
students  from  NIU,  the  state's  second- 
largest  university.  You  will  have  the  sup¬ 
port  of  o  publisher  with  a  news  back¬ 
ground  but  who  also  has  high  expecta- 
{  tions  and  believes  in  meeting  a  budget. 
Fox  Chris  Doyle,  publisher.  The  Daily 
Chronicle,  (815)  756-2079  or  E-mail: 
cdoyle@pulitzer.net 


REGIONAL  REPORTER 
j  The  Journal-Standard,  a  1 7,(XX)  PM 
daily  in  Freeport,  IL,  has  opening  (or  a 
reporter  who  can  write  hard  news  and 
features  as  well  as  in-depth  project 
stories.  Please  send  resume,  clips  and 
i  letter  to  Jim  Meenon,  assistant  manog- 
I  ing  editor.  The  Journal-Standard,  27 
I  South  State  Avenue,  Freeport,  IL 
j  61032  or  E-mail  information  to 
!  jrogers@mail.joumalstandard.com 

I  REPORTER  -  Philadelphia  suburban 
daily  seeks  aggressive,  curious, 

!  hardworking  reporter  with  lots  of  ideas 
j  and  a  strong  desire  to  be  the  best. 

I  Send  letter,  resume  and  clips  to  Lanny 
Morganesi,  exective  editor.  The 
Intelligencer,  333  N.  Broad  Street, 
Doylestown,  PA  1 8901 . 

REPORTER  NEEDED  for  aggressive 
j  22,(XX}  circubtion  daily  in  Houma,  LA, 
located  about  50  miles  southwest  of 
New  Orleans.  The  Courier  is  a  New 
j  York  Times-owned  paper  that  earned 
j  28  press  awards  and  was  named  the 
Louisiana  Press  Association  newspaper 
of  the  year  for  1998.  Send  resume  to 
Executive  Editor  Mike  Slaughter,  The 
Courier,  P.O.  Box  2717,  Houma,  LA 
!  70361 .  EOE 


j  REPORTER  NEEDED  for  a  BTB  trade 
I  publication  located  in  central  NJ.  Must 
1  be  experienced.  Good  pay,  401  (k), 
i  medical,  vacation.  Casual,  smoking 
i  office.  For  details,  contact  Ann  O'Neal, 
at  (609)  587-6200. 


I  REPORTER:  Lively  Mississippi  six-day 
daily  (circulation  8,500)  has  openinq 
for  productive,  versatile  writer.  High 
standards,  congenial  environment. 
Send  resume  and  clips  to  Jenny 
Humphryes,  managing  editor. 
Greenwood  Comirranwealth,  P.O.  Box 
8050,  GreenwocxJ,  MS  38935.  E-mail: 
jenny@gwcommonwealth.com 


REPORTER:  Our  35,000  daily  is  look¬ 
ing  for  an  expert  at  digging  out  stories, 
crafting  them  and  telling  readers  why 
they  should  care.  You'll  work  a  diverse 
beat  in  a  bureau  with  stiff  competition. 
Send  resume,  clips  to  Larry  Reisman, 
editor.  The  Press  Journal,  P.O.  Box 
1 268,  Vero  Beach,  FL  32961 . 


REPORTER:  The  Free  Press,  top  award- 
winner  among  NC's  small  dailies, 
seeks  a  reporter  for  one  of  its  top 
beats,  the  city  beat.  Entry  level,  or  one 
to  two  years  experience.  Our  staff 
I  members  learn  here,  leap  ta  the 
;  metros.  So  can  you.  Good  pay,  bene¬ 
fits.  Send  letter,  resume,  five  samples  of 
work,  four  references  to  Richard 
Wagner,  editor,  2103  N.  Queen 
Street,  Kinston,  NC  28501 . 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER 

Award-winning  newspaper  seeks 
reporter  with  3-5  years  experience. 
Must  deliver  daily  as  well  as  enterprise 
stories  and  work  with  teams.  Back¬ 
ground  in  government  reporting  a  plus. 
Competitive  salary,  benefits.  Contact: 
cpcnews@earthlink.net 


REPORTER 

Reporter  for  USAE,  a  fast-growing 
weekly  trade  industry.  2-3  years  report¬ 
ing  experience  required  plus  working 
knowledge  of  Pagemaker  software. 
Bethesda,  MD  location  near  DCs 
Metro.  We  provide  excellent  benefits. 
Some  travel  required.  Salary  com¬ 
mensurate  with  experience  plus 
bonuses.  Resumes/clips  to  P.O.  Box 
1 5009,  Chevy  Chase,  MD  20825;  fax 
(301)656-2845 

E-mail  staff@usanews.com 


REPORTERS  -  One  to  cover  courts;  the 
other,  business  for  New  Media  savvy 
33,000  daily.  Ideal  for  reporter  on 
smaller  paper  with  experience,  desire 
to  specialize,  eager  for  next  step. 
Write:  Reporter  Vacancies,  REPUB¬ 
LICAN  &  Herald,  Box  209,  Pottsville, 
PA  17901. 


REPORTERS  NEEDED  for  6-day  daily, 
16,000  circulation  in  the  heart  of 
Indian  Country.  Aggressive,  energetic 
individuals  wanted  to  cover  police,  city 
and  education  beats  for  paper  in 
gorgeous  Western  New  Mexico.  Will 
consider  recent  grads.  Send  resume 
and  three  clips  to  Managing  Editor, 
The  Independent,  P.O.  Box  1210, 
Gallup,  NM  87305.  Call  (505)  863- 
681 1  or  E-mail  gallpind@cia-g.com 
for  more  information. 


REPORTERS 

The  Daily  Gazette,  a  60,000- 
circulation,  family-owned  daily  in  New 
York's  Capital  Region,  is  looking  for 
experienced  reporters.  We  seek  writers 
with  an  appreciation  for  community 
news  and  an  aggressive  spirit  that  will 
make  them  stand  out  in  a  highly  com¬ 
petitive  news  environment.  Daily  news¬ 
paper  experience  required.  Send 
resume  and  work  samples  to  Thomas 
Woodman,  managing  editor.  The 
Daily  Gazette,  2345  Maxon  Road 
Extension,  Schenectady,  NY  1 2308. 


It's  A  Classified  i 

Secret! 

:  We'll  never  reveal  the  identity  i 
j  of  an  E&P  box  holder.  i 
■  If  you  don't  want  your  reply  to  go  to  certain  j 
^  newspapers  (or  companies),  seal  your  j 
i  reply  in  an  envelope  addressed  to  the  E&P  i 
;  Classified  Advertising  Department  with  an  ) 
'  attached  note  listing  the  newspapers  or  I 
;  companies  you  do  not  want  the  reply  to  I 
j  reach.  If  the  Box  Number  you're  answering  f 
!  is  on  your  list,  We'll  discard  your  reply.  I 


_ EDITORIAL _ 

REPORTER 

We  are  looking  for  a  full  time  reporter 
to  cover  general  assignments  at  our 
weekly  Bronxville  paper.  The  successful 
candidate  should  have  a  degree  in 
Journalism  and  some  experience  —  good 
summers/internships  are  acceptable. 
We  offer  competitive  salaries  and  gen¬ 
erous  benefits  including  pension  and 
401  (k)  plans. 

The  Journal  News  values  diversity  in  its 
work  force  and  encourages  those  of 
diverse  backgrounds  and  those  who 
share  this  value  to  apply.  We  maintain 
a  safe  drug  free  work  place  and  pre- 
I  employment  drug  testing  is  required. 

For  consideration,  please  forward 
resume  and  non-returnable  clips  to: 

The  Journal  News 
c/o  M.  Kervick 
One  Gannett  Drive 
White  Plains,  NY  10604 


RETAIL/DOWNTOWN 
I  DEVELOPMENT  REPORTER 

The  Seattle  Times  is  looking  for  a  top 
beat  reporter  to  cover  some  of  the 
nation's  leading  retail  companies, 
including  Nordstrom,  Starbucks,  REI 
and  Costco.  This  reporter  will  identify 
ond  report  on  retail  trends  that  will 
shape  the  industry  in  the  next  century 
as  well  as  the  growing  field  of  E- 
commerce  and  online  companies  such 
as  Amazon.com  You'll  also  be  tracking 
major  changes  in  a  vibrant  downtown 
area,  and  writing  a  high-profile  weekly 
column  that  brings  readers  behind  the 
scenes  on  local  retail  trends.  Source 
I  Development  and  graceful  writing  are 
the  keys  to  this  beat.  Candidates 
should  send  cover  letter,  resume,  clips, 
story  ideas  and  a  one-page  summary 
of  how  you'd  approach  the  job  to 
Robert  Weismon,  business  editor.  The 
Seattle  Times,  P.O.  Box  70,  Seattle, 
WA98111. 


SERIOUS  WRITER/TRAVELER 
WANTED 

A  20-year-old  newsletter  with  head¬ 
quarters  in  Ireland  and  offices  in  Paris, 
London,  Bonn  and  Baltimore,  is  reinven¬ 
ting  itself  on  the  Internet... and  on 
paper.  Needs  lead  writer.  Must  have 
travel  like  Stevenson,  write  like  Proust, 
and  think  like  H.  L.  Mencken.  Here's 
the  deal:  you  travel  around  the 
world. ..and  send  us  letters  and  photos. 
We'll  send  you  money,  accolades,  and 
thanks. 

Interested?  Send  writing  samples  and 
resume  to  Agora,  Inc.,  Attn  J.  Dem- 
beck,  14  W.  Mt.  Vernon  Place,  Balti¬ 
more,  MD  21201  or  fax  to  (410)  783- 
8455. 


SPORTS  EDITOR  WANTED  FOR 
OLYMPIC  REGION  newspapers  in  the 
Adirondack  Mountains  of  NY.  Send 
resume  and  clips  to  Adirondack  Daily 
Enterprise,  P.O.  Box  318,  Saranac 
Lake,  NY  12983  or  Fax  (518)  891- 
2756  or  E-mail  enterprz@northnet.org 


_ EDITORIAL _ 

SPORTS  EDITOR  -  Experience  needed 
for  small  daily  near  New  Orleans. 
QuarkXPress  a  must  and  ability  to 
coordinate  comprehensive  prep  cov¬ 
erage.  Resumes  to  Kevin  Chiri,  Slidell 
Sentry-News,  P.O.  Box  910,  Slidell,  LA 
70459.  Fax  (504)  643-4966. 

sentry@neosoft.  com 


SPORTS  EDITOR 

The  La  Crosse  Tribune,  La  Crosse,  Wl, 
is  looking  for  a  Sports  Editor  who  is  not 
only  a  great  leader  and  team  player, 
but  who  is  also  committed  to  the 
overall  excellence  of  our  news  product 
and  success  of  this  newspaper. 

The  Sports  Editor  provides  leadership 
for  a  staff  of  eight  and  is  a  member  of 
the  Editor's  team  which  is  involved  in 
several  revenue-producing  products 
and  projects. 

Please  send  letter  of  application, 
resumes  and  qualifications  to: 

AAeribeth  Catania 
Human  Resources  Manager 
401  N.  Third  Street 
La  Crosse,  Wl  54601 

Application  Deadline: 
Thursckty,  September  30,  1 999 


SPORTS  PAGE  DESIGN/ 

COPY  EDITOR 

Award-winning  daily  in  downstate 
Illinois'  hottest  sports  market  seeks 
multi-talented  person  to  design  pages, 
edit  stories,  handle  special  sections. 
We're  home  to  championship  preps, 
collets,  pros.  We  cover  the  best,  with 
the  best.  Resume,  tearsheets  to  Kirk 
Wessler,  Peoria  Journal  Star,  1  News 
Plaza,  Peoria,  IL  60643. 


SPORTS  REPORTER 

We  are  very  strong  in  our  local  sports 
coverage  and  we  are  looking  for  a 
reporter  than  can  really  get  into  cover¬ 
ing  the  local  sparts  scene  -  lats  af 
opportunity  for  bylined  stories.  Send 
your  resume  along  with  clips  to  Ronnie 
Bell,  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870  ar  fax 
to  (252)  537-2314. 


SPORTSWRITER:  We're  a  17,000 
daily  in  the  Sierra  foothills.  We  don't 
cover  the  pros  or  colleges,  and  we  seek 
excellence  in  caveroge  of  real  people  - 
preps  and  adult  recreation  sports  alike. 
QuarkXPress  experience  helpful. 
Recent  graduates  considered.  Resume, 
your  three  best  clips  to  John  Seelmeyer, 
editor.  The  Union,  1 1 464  Sutton  Way, 
Grass  Valley,  CA  95945. 


E&P’s  Classified 

- ►  ◄ - 

The  newspaper 
industi7*s  meeting 
place. 

{112)  6754380 


I _ EDITORIAL _ 

'  TAKE  YOUR  CAREER  to  Florida's 
I  spectacular  Gulf  Coast,  and  join  a  fast¬ 
growing,  competitive  newspaper: 

j  EDUCATION  REPORTER:  Experienced 
reporter  sought  for  this  high-profile  writ- 
I  ing  position  as  the  state  of  Florida  and 
Manatee  County  face  tremendous 
j  change  and  growth  in  our  schools. 

Beat  requires  analytical  skills  as  well  as 
i  creative  classroom  thinking  for  daily 
!  and  Sunday  trend  stories.  Candidates 
i  must  have  2-5  years  experience  as 
I  reporters  for  a  daily  newspaper  or 
;  trade  publication. 

,  NIGHT  METRO  EDITOR:  Seeking  assis- 
i  tant  editor  who  loves  breaking  news 
j  and  working  with  reporters  on 
1  deadline.  This  editor  will  work  closely 


I  desk  to  produce  a  strong,  timely  report. 

I  1-3  years  desk  experience  preferred, 
'  but  will  consider  reporters  ready  to 
make  the  transition  to  the  metro  desk. 
BUSINESS  REPORTER:  This  reporter 
!  has  a  key  beat  in  the  Bradenton 
i  Herald's  competitive  beachfront  com- 
j  munity.  Tourism  and  retail  business 
i  news.  Required  experience:  1-3  years 
daily  newspaper  reporting.  Contact 
'  Business  Editor  Paul  Carty. 

i  Send  resume,  work  samples  and 
1  references  to  Joan  Krauter,  executive 
I  editor,  Bradenton  Herald,  102 
j  Manatee  Avenue  West,  Bradenton,  FL 
!  34205,  or  E-mail  ta: 

I  jkrauter@bradentan.com 


THE  ANNISTON  STAR 

j  We  are  yaur  dream  of  a  newspaper  - 
I  aggressive,  creative,  collegial.  Great 
I  careers  start  here.  American  Journal¬ 
ism  Review  recognized  us  as  ane  af  the 
I  last  of  the  good  independents.  Time 
:  twice  named  us  one  of  the  best  small 
I  papers  in  the  nation.  We  mount  for¬ 
eign  reporting  projects  while  we  are 
I  knawn  for  community  involvement  at 
home.  Recruits  love  us  for  the  freedom 
to  spreod  professional  wings  and  soar 
I  with  good  writing  and  presentatian. 

I  There's  no  waiting  for  a  choice  assign¬ 
ment  until  someone  retires,  no  formula- 
>  journalism  dictates  from  a  corporate 
I  headquarters.  Join  us  in  reporting, 

I  photo  and  copy  editing/design  posi- 
I  tions.  Please  apply  to  Chris  Waddle, 

I  executive  editor.  The  Anniston  Star, 

I  P.O.  Box  189,  Anniston,  AL  36202  or 
I  via  E-mail  to: 

I  cwaddle@annistonstar.com 

I  and  visit  this  dream  of  a  paper  at 
I  www.annistonstar.com  online 

THE  ASIAN  Wall  Street  Journal  seeks  a 
technology  copy  editor  to  be  based  in 
Hong  Kong.  This  person  will  be 
responsible  for  editing  features  for  a 
monthly  technology  section,  as  well  as 
assisting  in  layout,  production  and 
logistical  planning  in  close  conjunction 
with  the  technology  bureau  chief.  The 
successful  candidate  will  have  excellent 
rewrite  and  copy-editing  skills.  Layout 
and  production  experience  is  a  plus. 
Experience  working  overseas  is  pre¬ 
ferred.  Send  resume,  clips  (if  applica¬ 
ble)  and  references  to  Managing  Editor 
Peter  Stein,  The  Asian  Wall  Street  , 
Journal,  G.P.O.  Box  9825,  Wanchai, 
Hong  Kong  or  Fax  to: 

01 1  (852)  2834-5291 
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It’s  one  of  the  best  career 
guides  out  there.  I  use  it  in  all 
my  classes  and  give  it  to  all 
my  students.  What  a  terrific 
resource!  It’s  practical,  read¬ 
able  and  full  of  great  advice. 

Pamela  Cytrynbaum,  Visiting  Assistant  Professor/ 
Internship  Coordinator  University  of  Oregon  School  of 
Journalism  and  Communication 


E&P 

PT^REER  GUIDE 

Movember  13 

Entry  Level  and  Early  Experience 
(1-2  Year)  Candidates 

Thousands  of  Requests  Already  Received  for  the 
November  1 3th  E&P  Career  Guide 


E&? 

Ei)n()R<SPPiiHLisHi:R 

\\  liciv  You'll  find  the  Powers  of  the  /’rp.v.v 

Call  lo  place  your  ad  TODAY! 

Display  Ad  Space  Deadline:  Novemher  1,  l‘)‘)‘) 
Material  Deadline:  November  S,  l‘)‘}‘) 

Line  Ad  Deadline:  Novemher '),  l‘)‘)‘) 

IJa/el  Rreiiss 

Id:  (U.'l  ()/S-dP!0  cxi.r/l  I  rix:  {>\A]  W/'htlV) 
lui/dp^r'nu’diriinro.coni 

Michde  AppeJIo 

Id:  {J. I  -d  (>7S-4  {HO  cxI.  1 7 {  I  rix:  {2. 1 2)  9.^0- 1 2S‘) 
inididea^/iniediamlb.com 

Details  online  at  www.mediainfb.eoin 


Our  schools  graduate  many 
talented  internet  and  multi- 
media  designers  each  quar¬ 
ter  ...  I  was  delighted  to  read 
about  your  help  wanted 
magazine  and  online  guide. 
The  most  recent  issue  was 
exceptionally  helpful  to  our 
graduates.  Thanks  for  provid¬ 
ing  such  a  useful  resource. 

Ed  Hunter,  Director  of  Career  Services/Business 
Development  Art  Institute  of  Philadelphia 
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HELP  WANTED 


_ EDITORIAL _ 

THE  ASIAN  Wall  Street  Journal  seeks  a 
regional  technology  correspondent  to 
be  based  in  Asia.  This  person  will  be 
responsible  for  writing  in-depth 
features  as  well  as  some  spot  news. 
The  successful  candidate  will  have  pro¬ 
ven  ability  to  generate  thoughtful  and 
original  stories.  Candidates  with 
expertise  in  writing  about  the  Internet, 
telecommunications  or  venture  capital 
are  preferred.  Experience  in  Asia  is  a 
plus.  Experience  reporting  overseas  is 
a  must.  Send  resume,  clips  and 
references  to  managing  editor  Peter 
Stein,  The  Asian  Wall  Street  Journal, 
G.P.O.  Box  9825,  Wanchai,  Hong 
Kong  or  Fax  to  01 1  (852)  2834-5291 . 


THE  CITRUS  COUNTY  CHRONICLE,  a 
25,000  daily  in  central  Florida,  is  seek¬ 
ing  an  experienced  editor  with  strong 
leadership  skills,  marketing  savvy  to 
make  FL's  best  community  daily  even 
better.  Send  resume  to  Gerard 
Mulligan,  1624  Meadowcrest  Blvd., 
Crystal  River,  FL  34429. 


THE  DAILY  PRESS,  Victorville,  CA,  a 
30,000  circulation  daily  owned  by 
Freedom  Communications  Inc.,  is  seek¬ 
ing  an  executive  editor  for  a  team- 
oriented  local  news  staff.  The  person 
we're  seeking  will  have  strong  plan¬ 
ning,  coordination  and  people  skills 
ana  be  able  to  inspire  a  talented  and 
experienced  staff  af  40  to  produce 
imaginative  and  aggressive  news  and 
feature  coverage  for  the  daily  and  Sun¬ 
day  editions  of  the  Daily  Press  and  a  sis¬ 
ter  publication  -  the  Desert  Dispatch  in 
Barstow,  CA.  Excellent  coaching  and 
editing  skills,  and  the  ability  to  work  in 
a  collaborative  environment  are  essen¬ 
tial.  We  are  an  equal  opportunity 
employer  with  a  drug-free/smoke  free 
work  environment.  Pre-employment 
drug  screening  required.  We  are 
located  90  miles  northeast  of  Los 
Angeles  in  the  desert  communities  of 
Victorville,  Apple  Valley  and  Hesperia. 
The  area  -  referred  to  as  the  High 
Desert  -  boasts  clean  air,  mountain  vis¬ 
tas,  and  low  housing  costs.  Drive  times 
to  major  cities  are:  Los  Angeles  1-1/2 
hours.  Orange  County  1  hour,  15 
minutes;  San  Diego  2  hours;  and  Las 
Vegas  3  hours.  Send  resumes  to  Ed 
Nichols,  publisher.  Daily  Press,  P.O. 
Box  1389,  Victorville,  CA  92393- 
1 389  or  E-mail  to: 

eanichols@link.freedom.com 


THE  FORT  WORTH  STAR-TELEGRAM, 
a  Knight  Ridder  newspaper,  needs  a 
great  word  editor  to  take  charge  af  our 
Sunday  edition.  We  need  a  story 
doctor  who  can  coach.  You  must  care 
about  the  craft  of  writing  and  be  able 
to  work  well  with  others  to  develop 
sophisticated  trend  stories  based  on  the 
news  of  the  week.  You  will  need  at 
least  five  years'  experience  as  a  daily 
newspaper  editor,  preferably  on  the 
news  side,  and  a  knowledge  of  pro¬ 
duction.  Our  Sunday  circulation  is 
350,000.  Send  cover  letter  and  resume 
to  Kathy  Vetter,  managing  editor/ 
news.  Fort  Worth  Star-Telegram,  400 
W.  Seventh  Street,  Fort  Worth,  TX 
76102. 


_ EDITORIAL _ 

THE  FREE  PRESS,  top  award  winner 
among  NC  small  dailies,  seeks  copy 
editor.  Entry  level.  Must  know  page 
design,  QuarkXPress,  Macs.  Good 
benefits,  pay,  beautiful  beaches 
nearby.  Send  letter,  resume,  four  tear 
sheets,  four  references  to  Richard 
Wagner,  editor.  The  Free  Press,  P.O. 
Box  1 29,  Kinston,  NC  28502. 


THE  GALION  INQUIRER  is  currently 
looking  for  a  photographer/reporter 
who  has  darkroom  knowledge  and 
training  in  printing  and  dev^oping. 
Reporting  experience  is  helpful. 

Send  resume,  work  samples  and  a 
cover  letter  to  Crystal  D.  Hatfield, 
editor.  The  Galion  Inquirer,  P.O.  Box 
648,  Galion,  OH  44833-1927. 


THE  GASTON  GAZEHE,  of  Gastonia, 
NC,  an  award-winning  37,000  circula¬ 
tion  daily,  has  openings  for  assistant 
lifestyle  raitor  and  a  capy  editor/page 
designer.  Assistant  lifestyle  editor  can¬ 
didates  should  have  samples 
demonstrating  excellent  feature  writing 
and  layout.  News  writing/editing 
experience  preferred.  QuarkXPress 
experience  a  must.  Copy  editor/ page 
designer  responsibilities  include  page 
layout,  headline  writing  and  editing  of 
local  and  wire  copy.  1-2  years  desk 
experience  and  knowledge  of  QuarkX¬ 
Press  preferred,  but  we  will  train 
motivated  candidates.  The  Gazette  is 
located  1 5  minutes  from  Charlotte. 
Send  resumes  to  Mike  Pollard,  lifestyle 
editor,  Gaston  Gazette,  2500  E. 
Franklin  Blvd.,  Gastonia,  NC  28053. 

(704)  864-3291 


THE  INDIANAPOLIS  STAR  (daily 
circulation  265,000;  Sunday  3W,000 
is  seeking  an  assistant  business  editor 
to  help  supervise  the  paper's  award¬ 
winning,  nine-person  business  staff. 
Candidates  shauld  have  a  knack  for 
editing  copy  and  helping  reporters 
shape  their  stories.  Business  experience 
a  plus  but  not  required.  Responsibilities 
include  writing  occasional  stories. 
Please  send  resume  and  clips  to  The 
Indianapolis  Star,  Business  Editor  Greg 
Andrews,  301  N.  Pennsylvania  Street, 
Indianapolis,  IN  46204. 


THE  NOVEMBER  13  ISSUE  of  Editor  & 
Publisher's  Career  Guide  for  entry  level 
and  early  experienced  candidates  will 
be  available  in  print  and  on  our 
Website.  Advertisers  reach  students  at 
colleges  and  universities  with  journal¬ 
ism,  business  and  publishing  pro¬ 
grams.  Jobseekers  find  help  wanted 
ads,  job  search  tips,  internships, 
inspiration  and  more!  Contact: 

Hazel  Preuss  (212)  675-4380  Ext  171 
hazelp@  mediainfo.com 


THE  PRESS  DEMCXRAT  of  Santa  Rosa, 
CA,  a  Pulitzer-Prize  winning  newspa¬ 
per  in  Northern  California  wine  coun¬ 
try,  is  seeking  an  experienced  reporter 
to  work  out  of  its  Medocino  County 
Bureau.  Candidates  for  the  job  must  be 
self-starters,  have  strong  news  judg¬ 
ment  and  good  writing  skills,  must  be 
able  to  juggle  several  stories  simulta¬ 
neously  and  must  demonstrate  the 
ability  to  write  both  features  and  hard 
news.  Send  work  samples  and  resumes 
to  Paul  Ingalls,  Government  and 
Politics  editor,  P.O.  Box  910,  Santa 
Rosa,  CA  95402. 


_ EDITORIAL _ 

THE  PADUCAH  (KY)  SUN,  flagship  of 
family  owned  Paxton  Media  Group,  is 
seeking  an  experienced  news  copy 
editor.  The  Sun  is  a  31,000-circulation, 
7-day  AM  with  subscribers  in  17 
western  Kentucky  and  southern  Illinois 
counties.  Position  requires  steadfast  com¬ 
mitment  to  defense  of  the  language; 
ability  and  willingness  to  rewrite 
uninspired  or  disjointed  copy;  and  pro¬ 
ven  news  judgment.  Job  involves  some 
basic  pagination  work  on  DTI  editorial 
system  in  addition  to  editing.  Salary 
I  based  an  experience.  The  company, 
which  operates  26  daily  newspapers  in 
nine  states,  offers  pension  AND  com¬ 
pany-matched  401  (k);  health  and 
benefits;  and  opportunities  for  pro¬ 
fessional  advancement.  Send  resumes 
to  Executive  Editor  Karl  Harrison  at  The 
Paducah  Sun,  408  Kentucky  Avenue, 
Paducah,  KY  42001 . _ 


THE  SAGINAW  NEWS  (51,000  daily, 
62,000  Sunday)  is  anticipating  an 
opening  for  a  full-time  reporter. 
Enthusiasm,  hard  work,  writing  and 
reporting  skills  are  essential  in  a  com¬ 
munity  that  needs  an  excellent  news¬ 
paper.  Pay,  benefits,  career  opportuni¬ 
ties  are  exceptional. 

Contact  Rob  Hadeyside,  metro  editor, 
fax  (517)  752-3115,  phone  (517) 
776-9678,  E-mail: 

rhadeyside@saginaw-news.com  or 
snail  mail  The  Saginaw  News,  203  S. 
Washington,  Saginaw,  Ml  48607. 

The  Saginaw  News  is  an  Equal  Oppor¬ 
tunity  Employer. 


THE  ST.  LOUIS  POST-DISPATCH,  the 
flagship  of  Pulitzer  Inc.,  seeks  an  expe¬ 
rienced  graphic  artist  and  Web 
designer  for  the  Post-Dispatch's  Web 
site,  postnet.com  We  need  someone 
who  can  oversee  its  evolution  from  a 
Web  site  into  a  regional  portal  in  the 
St.  Louis  market.  Can  you  design  and 
prototype  Web  pages?  Work  on  a 
team?  Design  graphic  elements?  Scout 
and  evaluate  new  technologies? 
Interact  with  users?  Keep  a  sense  of 
humor?  If  the  answer  is  yes,  send  a 
cover  letter,  resume  and  three  samples 
of  work  to  Cynthia  Todd,  recruitment 
director,  St.  Louis  Post-Dispatch,  900 
North  Tucker  Blvd.,  Saint  Louis,  MO 
63101;  or  E-mail  ctodd@postnet.com 
Knowledge  of  graphic  design,  HTML 
and  JavaScript  is  a  must.  The  applica¬ 
tion  deadline  is  Sept.  24. 

THE  VALLEY  MORNING  STAR,  a 
30,000  AM  daily  in  South  Texas,  is 
looking  for  talented  journalists  to  join 
our  team.  We  are  looking  for  a 
features  writer,  business/ag  reporter, 
reporters  and  copy  editors.  If  you  are 
seeking  a  new  challenge  and  want  to 
be  part  of  our  news  team,  send  cover 
letter,  resume,  five  clips  and  references 
to: 

Laurie  Pearson 
Managing  Editor 
Valley  Morning  Star 
P.O.  Box  51 1 1 ,  Harlingen,  TX  78551 
Fax  (956)  430-6223 

Desperation  is  a  feather  in  your  cap 

Beck 
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_ EDITORIAL _ 

THE  WINSTON-SALEM  JOURNAL  is 
seeking  a  copy  editor.  Applicants  must 
have  newspaper  experience  and  be 
strong  in  AP  style,  spelling  and  gram¬ 
mar.  Layout  experience  desirable  but 
not  required.  Send  resume  to  T. 
Fluharty,  Winston-Salem  Journal,  P.O. 
Box  3159,  Winston-Salem,  NC 
27102. 


WANTED:  Someone  to  tell  it  like  It  is. 
We're  looking  for  an  informed,  opi¬ 
nionated  reporter  who  loves  music  to 
be  our  full-time  critic.  Houston's  music 
scene  calls  for  a  wide  range  of 
interests,  from  hip-hop  and  rock  to 
blues  and  cauntry.  Vibrant  writing, 
sharp  news  instincts,  enviable  Rolodex. 
Involves  hard  work,  travel,  great  seats 
and  top  billing.  Send  cover  letter, 
resume  and  clips  to  Melissa  Aguilar, 
entertainment  editor,  Houston  Chroni¬ 
cle,  801  Texas  Avenue,  Houston,  TX 
77002. 


WESTERN  WASHINGTON  STATE 
Small  but  motivated  and  aggressive 
award-winning  weekly  looking  for: 
MANAGING  EDITOR:  Strong  local  cov¬ 
erage  development  pro,  photo, 
excellent  writing,  pagination  skills. 
SPORTS  REPORTER:  Solid  but  creative, 
strong  photos. 

Contact  Kris  Passey  (360)  659-1300 
mgiobe@premierl  .net  Marysville,  WA. 

WORDSMITHS  NEEDED 

The  News  &  Observer  needs  copy 
editors  who  know  words  well.  If  you 
know  good  headlines  and  can  write 
them,  know  sentence  structure  and 
good  grammar,  then  we  need  you. 
Our  news  copy  desk  has  openings  for 
entry-level  and  veteran  copy  editors. 
The  desk  edits  wire  and  local  news  for 
our  1 65,000-circulation  daily  in  ane  of 
the  nation's  best  places  to  live,  work 
and  ploy.  Your  interest  to  Deputy 
Managing  Editor  Will  Sutton  at 
sutton@nando.cam  follow  that,  quickly, 
by  sending  your  resume,  references, 
an  autobiagraphy  and  editing  and 
headline  samples  to  Copy  Editors,  c/o 
Melanie  Sill,  The  News  &  Observer, 
P.O.  Box  191,  Raleigh,  NC  27602. 

WWW.HORSESMOUTH.COM  seeks 
energetic,  detail -oriented  team  player 
with  2+  years'  copyediting/ 
copywriting  experience,  keen  eye  for 
detail,  sense  af  humor  and  perspective 
for  full-time  position  in  NYC.  Establish 
editorial  guidelines,  help  create  and 
maintain  editorial  vaice.  Edit  content 
for  style,  grammar,  spelling.  Write 
headlines,  summaries  and  other  copy. 
Letter  and  resume  to: 

jobs@horsesmouth.com 
or  fax  (21 2)  334-5847 


Send  Kc^P  Box  Replies  to: 


Editor  &  Publisher 

Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

vAvw.CNSNews.com  the  Internet  News 
Wire,  is  growing  again!  We  hove 
immediate  openings  for  two  new  Staff 
Writers  for  our  Woshington-Metro 
Bureau.  Four-year  degree  in  journalism 
plus  minimum  3  years  print  or  broad¬ 
cast  newsroom  experience.  We're  look¬ 
ing  for  reporters  who  laugh  at  tight 
deadlines,  revel  in  the  scoop,  write 
clean-as-o-whi$tle  copy  and  have  a 
keen  eye  for  cultural  and  political  hap- 
penings.  Will  work  with 
CNSNews.com  bureaus  in  Jerusalem 
and  Londan.  Occasional  travel  and 
shift  fill-in  hours  may  be  required. 
Great  work  environment,  pay  com¬ 
mensurate  and  retirement,  health, 
dental,  life,  bonus  plan  and  more. 
Resume  and  clips  to  D.  Cooke,  manag¬ 
ing  editor,  CNSNews.com,  1 1 3  South 
West  Street,  Suite  200,  Alexandria, 
VA  22314  or  E-mail: 

dcooke@cnsnews.com  EOE 

ENTRY  LEVEL 

lAAMEDIATE  OPENING  FOR  entry-level 
semi-weekly  reporter  on  award¬ 
winning  Texas  Gulf  Coast  newspaper. 
J-degree  preferred.  Macintosh,  QuarkX¬ 
Press,  Pnotoshop  and  photography 
experience  helpful.  Fax  letter  of 
application,  resume,  clips,  references  to 
Christopher  Bo -bee  at  (409)  543-0097 
ar  mail  to  El  Campo  Leader-News, 
P.O.  Box  1 1 80,  El  Campo,  TX  77437. 

Phone  (409)  543-3363 


POUCE/COURT  REPORTER 
This  could  be  an  entry  level  position  for 
a  highly  motivated  recent  graduate  or 
the  perfect  job  for  an  experienced 
reparter  who  is  ready  to  work  in  an 
environment  where  aggressiveness  and 
depth  of  coverage  are  highly  valued. 
Send  resume  and  clips  to  Cristie 
Herbst,  The  Post-Journal,  Box  1 90, 
Jamestown,  NY  14702-0190. 

THE  FREE  PRESS,  top  award  winner 
among  NC  small  dailies,  seeks  copy 
editor.  Entry  level.  Must  know  poge 
design,  QuarkXPress,  Macs.  Good 
benefits,  pay,  beautiful  beaches 
nearby.  Send  letter,  resume,  four  tear 
sheets,  four  references  to  Richard 
Wagner,  editor.  The  Free  Press,  P.O. 
Box  1 29,  Kinston,  NC  28502. _ 

WORDSMITHS  NEEDED 

The  News  &  Observer  needs  copy 
editors  who  know  words  well.  If  you 
know  good  headlines  and  can  write 
them,  know  sentence  structure  and 
good  grammar,  then  we  need  you. 
Our  news  copy  desk  has  openings  for 
entry-level  and  veteran  copy  editors. 
The  desk  edits  wire  and  local  news  for 
our  165,000-circulcitic)n  daily  in  one  of 
the  nation's  best  places  to  live,  work 
and  ploy.  Your  interest  to  Deputy 
Managing  Editor  Will  Sutton  at 
sut1on@nando.com  follow  that,  quickly, 
by  sending  your  resume,  references, 
an  autobiography  and  editing  and 
headline  samples  to  Copy  Editors,  c/o 
Melanie  Sill,  The  News  &  Observer, 
P.O.  Box  191,  Raleigh,  NC  27602. 


, _ MAILROOM _ , 

I  FIELD  SERVICE  TECHNICIAN  | 

i  TMSI,  a  leading  newspaper  material  i 
i  handling  company  is  seeking  service 
1  technician  with  Associate  Degree  in  | 
!  electronics  or  5  years  electrical/  | 
electronics  experience  with  good  j 
mechanical  aptitude  to  join  our  expand¬ 
ing  field  service  department.  Also  ' 
requires  good  verbal,  written  and 
interpersonal  skills.  Requires  extensive  i 
j  travel.  We  offer  a  competitive  wage  | 
I  and  benefits  package.  Send  resume  to  ! 
TMSI,  6800  Lake  Abram  Drive,  Mid-  j 
j  dieburg  Heights.,  OH  441 30  or  Fax:  i 

(440)  239-9006  Attn:  Paul  Cook 
Field  Operations  Manager  [ 


j  MAILROOM  MANAGER  | 

I  The  Vindicator,  a  daily  and  Sunday  ' 
!  newspaper,  located  in  Youngstown, 
j  OH  is  seeking  a  Mailroom  Manager  to  { 
I  oversee  our  entire  mailroom/  | 
I  packaging  department.  The  successful 
:  candidate  will  have  3-5  years  I 
;  supervisory  experience  in  a  packaging  j 
I  department,  possess  excellent  commu-  j 
nication  and  organizational  skills,  the  > 
I  ability  to  use  a  PC,  and  a  clear  focus 
for  customer  service.  The  ability  to  meet 
I  deadlines  is  a  must  while  previous 
I  experience  supervising  a  union  | 
I  workforce  and  knowledge  of  ; 
j  Heidelberg,  Quipp  and  Sterling  I 
I  equipment  would  be  beneficial.  Please 
i  send  a  letter  of  interest  containing  your 
i  salary  history  and  a  resume  to: 

j 

Personnel  Manager 
!  The  Vindicator 

P.O.  Box  780 

Youngstown,  OH  44501  -0780 

I 

i  Equal  Opportunity  Employer 


i  OPPORTUNITY  KNOCKS.  Long  Island, 
NY,  printer  seeks  experience  setup/ 
[  maintenance  person  for  our  Mailroom/ 
j  bindery  equipment.  Pleasant  atmo- 
j  sphere  and  good  working  conditions. 

I  Fax  confidential  resume  and  salary 
I  requirements  to  (914)  376-4956. 


I _ MARKETING _ 

j  MARKETING  DIREQOR 

We  have  an  exciting  opportunity  for  a  j 
I  creative  marketing  professional  to  lead  > 
j  the  promotion  activities  of  the  paper, 
j  provide  research  data  and  analysis,  I 
j  oversee  our  many  community  events  j 
and  community  relations  activities.  The  \ 
successful  candidate  will  have  a  4-year  ! 
degree,  progressively  responsible 
j  management  and  supervisory  experi- 
I  ence  and  prior  research.  Submit 
[  resumes  to  Jim  Lamm,  vp/circulation 
!  and  marketing,  Bradenton  Herald,  102 
Manatee  Avenue  West,  Bradenton,  FL 
34205  or  E-mail  to: 

jlamm@bradenton.com 


FAX  your  ad  to 
212  4929  ♦1259 


_ MARKETING _ 

MARKETING  DIREQOR 

The  State  Newspaper,  South  Carolina's 
largest  newspaper,  is  seeking  an  expe¬ 
rienced  Marketing  Director.  The  State 
is  part  af  a  Fortune  250  international 
communications  company  engaged  in 
the  business  of  delivering  news  and 
information  services,  in  print  and 
online,  to  more  than  1(X)  million  peo¬ 
ple  worldwide. 

The  successful  candidate  will  develop 
and  implement  marketing  strategies  in 
collaboration  with  advertising,  circula¬ 
tion  and  news;  direct  the  development, 
management  and  analysis  of  the 
marketing  database;  identify  major 
markets  for  products,  both  in  print  and 
online,  using  database  analysis  of 
customer  segments;  design  and  imple¬ 
ment  product  publicity  and  corporate 
public  relations  programs;  and  direct 
media  buys. 

Requirements:  College  degree  with 
formal  training  in  manceting  or  market 
research.  Online  expertise  a  must. 
Advanced  degree  preferred. 
Demonstrated  leadership  ability.  Three 
or  more  years  marketing  management 
or  related  experience.  Newspaper  or 
communications  industry  experience 
valuable. 

Please  send  resume  to  Holly  Rogers, 
human  resources  director.  The  State, 
P.O.  Box  1 333,  Columbia,  SC  29202. 


CLASSIFIED 


I _ MARKETING _ 

I  SALES  PRESENTATION  MANAGER 

NJ's  leading  newspaper  is  expanding 
its  Marketing  Department  and  seeks  a 
Sales  Presentation  Monager  to  develop 
advertising  sales  presentations  for 
major  accounts  and  account 
categories;  oversee  development  of 
marketing  materials  and  in-paper 
advertising  promo  campaigns;  devel- 
1  oping  computer  generated  format  for 
presentations;  oversee  and  provide 
direction  to  Research  Area  and  other 
assignments. 

This  new  position  requires  5+  years 
sales  presentation  development  at 
media  company  or  advertising  agency. 
Required:  strong  knowledge  of  news¬ 
paper/media  research;  ability  to 
;  translate  research  data  into  creative 
!  and  compelling  sales  presentations; 
j  strong  leadership,  organizational  and 
communication  skills;  ability  to  manage 
!  multiple  projects  and  a  staff  in  a 
j  deadline  driven  environment;  tech- 
I  savvy  and  familiarity  with  presentation 
1  software. 

If  you  are  looking  for  a  highly  visible 
and  responsible  position  and  want  to 
join  an  energetic,  creative  team,  send 
your  resume  to  The  Star-Ledger,  HR 
Department,  1  Star  Ledger  Plaza, 
Newark,  NJ  07102.  Fax:  (973)  643- 
4641  E-mail:  starledger.com 


Use  the  best  read  Classified 
Ad  Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  aie  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  1001 1 


www.mediainfo.com 
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HELP  WANTED 


_ NEW  MEDIA _ 

MEDIUM-SIZED  SOUTHWESTERN 
daily  with  100,000  circulation  has  full¬ 
time  opening  for  a  technology 
specialist  with  working  knowledge  of 
basic  programming  languages  and 
UNIX/WindowsNT  server  environ¬ 
ments;  expert  in  HTML,  Web- 
production  and  PC  skills;  can  translate 
orally,  in  writing  between  technical 
environments;  can  coordinate  multiple 
tasks  and  projects;  is  analytical-  and 
solution-oriented.  Salary  ranges  from 
$36K  to  $40K  depending  on  experi¬ 
ence.  To  apply,  send  cover  letter  and 
resume  to  Box  08924,  Editor  &  Pub¬ 
lisher. 

PREPRESS 

DIREaOR  OF  PRE-PRESS 


_ PRESSROOM _ 

PRESSROOM  ASSISTANT  MANAGER 

The  Wichita  Eagle,  Knight  Ridder 
newspaper  and  the  largest  newspaper 
in  Kansas,  is  looking  for  an  experi¬ 
enced  manager  to  supervise  our  night 
press  and  paper  handling  operation. 

The  ideal  candidate  will  have 
supervisory  experience  in  a  manufactur¬ 
ing  environment  as  well  as  experience 
in  quality  control,  waste  management 
and  safety. 

Knowledge  of  press  operations, 
mechanical  experience  and  a  college 
degree  are  pluses. 

Send  us  a  resume  at  The  Wichita 
Eagle,  Human  Resources  Department, 
P.O.  Box  820,  Wichita,  KS  67201  or 
Fax  to  (316)  268-6672. 


The  Milwaukee  Journal  Sentinel  cur¬ 
rently  has  an  opportunity  for  a  Pre- 
Press  Director.  As  a  Pre-Press  Director 
you  will  be  responsible  for  a  MAC 
based  department,  which  creates  ads 
and  composes  pages  for  reproduction 
in  the  newspaper.  The  candidate  we 
seek  must  have  extensive  knowledge 
and  technical  expertise  with  prepress 
equipment  (All  imagesetters  and  scan¬ 
ners,  current  RIP  technology,  and 
MACS).  Must  hove  strong  management 
experience  and  skills  to  develop,  coach 
and  support  a  large  group  of  90-f 
staff.  Bachelor's  degree  in  Business  or 
technical  field  and  knovdedge  of  color 
monagement  is  a  must. 

The  chosen  candidate  will  enjoy  the 
following  benefits:  Competitive  salary 
with  bonus  structure,  medical  benefits, 
company  stock,  401  (k),  pension  plan 
and  tuition  reimbursement.  Send 
resume  and  cover  letter  with  position 
title  and  salary  requirements  in  con¬ 
fidence  to: 


Journal  Sentinel  Inc. 

Human  Resources  Department 
333  W.  State  Street 
Milwaukee,  Wl  53203 
Fax:  (414)  224-2897 

Journal  Sentinel  Inc.  is  an  Equal 
Opportunity  Employer  supporting 
diversity  in  the  workplace. 


_ PRESSROOM _ 

INDUSTRIAL  MACHINIST  that  knows 
newspaper  presses  and  can  identify 
press  parts.  Call  1  (800)  821-6257 
ask  for  Sam  W.  Boyles. 


WE  ACCEPT 
msmuRD 
VISA 

AMERICAN  EXPRESS  CHECKS 
FOR  CLASSIFIED  ADS 


PRODUaiON/TECH 

ADVERTISING  PRODUCTION  MAN- 
I  AGER  in  mid-coast  Maine.  Manage 
1  the  work  flow  of  1 8  member  team  meet- 
j  ing  multiple  deadlines  for  7  weekly 
I  papers.  Strong  leadership,  time  man- 
j  agement,  communication  and  team- 
I  building  skills  essential.  Photoshop, 
QuarkXPress  or  Multi-Ad  a  plus. 
Patricia  Janczura,  Courier  Publications, 
P.O.  Box  249,  Rockland,  ME  04841 . 

I  _ Fax  (207)  596-6981 _ 


:  MAINTENANCE  SUPPORT  MANAGER 

I  The  St.  Paul  Pioneer  Press  has  an  open¬ 
ing  for  o  production  department  Main- 
I  tenance  Suppart  Manager.  This  indi¬ 
vidual  will  direct  the  maintenance  of 
!  production  and  building  equipment 
i  and  hove  leadership  and  supervisory 
I  responsibility  for  the  mechanical, 

I  electrical  and  building  maintenance 
I  units. 

{  Must  have  five  years  management 
experience  in  newspaper  production 
maintenance,  or  in  the  production 
industry.  Must  be  preventative  main¬ 
tenance  minded,  have  proven  lead¬ 
ership  and  communication  ability, 
good  analytical  and  problem  solving 
skills.  College  degree  or  equivalent 
I  experience.  Submit  resumes  to: 
i  St.  Paul  Pioneer  Press 

i  Employee  Relations 

345  Cedar  Street 
St.  Paul,  MN  55104-1057 
Fox  (612)  228-5197 
Equal  Opportunity  Employer 

PUBUC  RELATIONS 

OREGON  LEGISLATURE 
MEDIA  DIREQOR 
Flouse  Democratic  Office 
$3,500  -  $4,000  per  month 

Coordinate  Media  Relations  for  25 
Members  of  the  House  of  Represen¬ 
tatives.  Design  Direct  Mail.  Benefits 
include  Health/Dental/Paid  Vocotian/ 
Sick  Leove/Holidoys.  For  application 
information  contact  Betsy  Smith  H-395 
State  Capitol,  Salem,  OR  97310.  (503) 
986-1900.  http://www.leg.state.or.us 
Deadline:  9/22/99 


NEWS 

MAKES  THE  DIFFERENCE 

♦  Editor  &  Publisher  is 
NOT  a  monthly  jour¬ 
nalism  review. 

♦  Editor  &  Publisher  is 
NOT  a  monthly  associ¬ 
ation  house  organ. 

♦  Editor  &  Publisher  is 
NOT  sponsored  by  a 
university,  society  or 
foundation. 

♦  Editor  &  Publisher  IS 
the  only  independent 
weekly  NEWS  maga¬ 
zine  covering  the 
newspaper  industry. 


11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 


3  weeks  . $9.05  3  weeks  . $3.80 

4  weeks  . $7.85  4  weeks  . $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
Ail  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 

VIS4  jMj'gjyrwl  MasterCard  or  Visa.  Please  supply  name 

■■■■I  ■bbSm  on  card,  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLAGE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for.  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

1 1  W.  1 9th  Street,  New  York,  NY  1 001 1 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 

tmmsr 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 


_ ADVERTISING _ 

ADVERTISING  SALES  PRO.  Seeks  posi¬ 
tion  with  Specialty,  Trade  or  Business 
Publication.  Proven  Sales  Producer, 
with  management  and  marketing  back¬ 
ground.  E-mail  matman@mtaonline.net 


EDITING/design  with  flair.  Valuable 
experience  you  can  use,  detail- 
ariented;  fax  (253)  568-2738; 
i1iii@hotmail.com 

NEW  YORK  THEATER  CRITIC/ 
Cabaret/Dance,  presently  employed, 
seeks  greater  challenge.  Freelance/ 
Staff.  Respond  to  Box  08931,  Editor  & 
Publisher. 


ENTERTAINMENT 

Reach  more  female  readers.  Writer/ 
reporter,  with  more  than  ten  years 
experience  writing  for  soap  maga¬ 
zines,  would  like  to  write  a  soap  col¬ 
umn  for  your  newspaper.  Included  will 
be  hot  plots  for  the  following  week  and 
exciting  celebrity  interviews.  For  more 
information  call  Karen  (516)  764- 
0085  or  E-mail:  somkaren@aol.com 

SPECIALTY  WRITER 

TV/Radio  critic-columnist,  20  year  pro 
large,  medium  market,  contact: 
tvwriter99@yahoo.com 

VETERAN  SPORTS  EDITOR  seeks  posi¬ 
tion  on  quality  weekly  near  metro 
area.  Any  Zone  for  right  opening. 
Reply  Box  08938,  Editor  &  Publisher. 


Use  the  best  read  Classified 
Ad  Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail;  E&P  Classified  Ads.  11  West  19th  Street,  New  York,  10011 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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E&P  SHOP  TALK  AT  THIRTY 


E-mail:  shoptalk@mecliainfo.com 


by  William  Rain  bolt 


How  to  prep  for  classes 
as  a  visiting  speaker 

A  guest’s  list  of  ‘Do’s’  and  ‘Don’ts’  for  nnedia  professionals 


It’s  that  time  of  year  again  —  journal¬ 
ism  professors  across  the  country  are 
wondering  how  to  fill  up  syllabus  dates 
beyond  lectures,  exercises,  and  tests. 

One  of  the  most  legitimate  ways  is  to 
invite  media  professionals  in  for  lectures, 
workshops,  panels,  brown-bag  lunches, 
and  other  gatherings. 

If  this  will  be  your  first  time  to  stand  in 
front  of  a  class  as  someone  who  supposed¬ 
ly  knows  what  he  is  talking  about,  then 
you  should  be  aware  of 
several  “Do’s”  and 
“Dont’s.”  Even  if  you  nOt 

have  been  a  guest 
speaker,  it  may  be  SOrTI©  I 

worthwhile  to  refresh 

version  c 

yourself: 

Do  prepare.  Have  imner 

more  than  enough  to 
say.  Time  passes  in  a  COUrBQe 
peculiar  way  in  a  class¬ 
room  —  50  minutes  disl* 

can  seem  to  go  by  in 
30,  or  worse,  30  min-  Of  ethic< 
utes  can  seem  like  50. 

If  you  have  not  lec-  (or  debi 

tured  before,  get  some 
hints  from  the  profes¬ 
sor.  Assume  that  something  (or  even  many 
things)  will  have  to  be  left  out,  and  assume 
that  entirely  new  ideas  will  emerge  as  you 
talk,  or  from  student  questions:  You  are  a 
professional  communicator,  so  trust  your 
ability  to  adapt,  add,  and  delete.  If  you  are 
preparing  your  talk  as  you  drive  toward 
campus,  it’s  too  late. 

Do  give  specifics.  Explain  three  rules 
for  how  something  is  done.  Give  a  simple 
acronym  (or  two  or  three  —  students  latch 
onto  them  like  free  food).  The  two  best 
examples  of  this,  the  two  worst  examples 
of  that.  An  example  from  that  day’s  media. 
Something  funny,  or  dramatic,  historical, 
controversial,  indefensible,  admirable. 
How  you  did  something  and  it  worked; 
how  you  did  something  else  and  it  didn’t 
work.  Anecdotes  of  your  own  or  others. 
Samples  you  can  pass  around  or  show  on 
an  overhead  projector  or  video  monitor. 

Do  expect  discomfort.  An  evident  dis- 


..  do  not  try  to  adopt 
some  idealized 
version  of  cynicism, 
impertinence, 
courage,  brilliance, 
wit,  disheveiment, 
or  ethical  loftiness 
(or  debasement). 


dain  for  the  media;  bored  looks  (but.  some¬ 
times,  that  student  staring  out  the  window  is 
listening  keenly  and  will  prove  it  with  a 
question  or  a  challenge);  a  student’s  lame 
attempt  at  a  joke;  three  of  30  students  rais¬ 
ing  their  hands  in  answer  to  your  question, 
“How  many  of  you  read  a  daily  newspa¬ 
per?”;  blank  looks  at  the  name,  “Edward  R. 
Murrow.”  Questions  about  why  we  get  sat¬ 
urated  with  O.J.,  saturated  with  Monica, 
saturated  with  (fill  in  the  current  media 
engorgement).  Com- 
plaints  about  the  media 
y  to  SdOpt  jjgyg  nothing  to  do 

.  with  what  you  are  say- 

eslized  ii^g  Jj.jg  question, 

cynic;i:>m,  ^  baffling  lack 

lence  wiiiing- 

’  ness)  to  distinguish 

)rilliance,  between  the  most 

shameful  tabloid  (in 

Velment  ^bat 

you  consider  to  be 
loftiness  legitimate  journalism. 

Do  not  try  portray 
>ement).  a  journalist.  Leave 

the  role-playing  to 
performers  and  novel¬ 
ists.  Be  yourself,  recognizing,  of  course, 
that  part  of  your  self  is  being  a  journalist. 
Even  if  you  have  seen  “The  Front  Page,” 
“His  Girl  Friday,”  “Sweet  Smell  of 
Success,”  “All  the  President’s  Men,”  and 
“Broadcast  News,”  do  not  try  to  adopt 
some  idealized  version  of  cynicism,  im¬ 
pertinence,  courage,  brilliance,  wit, 
disheveiment,  or  ethical  loftiness  (or  de¬ 
basement).  Students  respond  best  to  frank 
and  unpretentious  people  who  appear  will¬ 
ing  to  spend  time  with  them.  (Hint; 
Consider  turning  down  the  professor’s  invi¬ 
tation  if  you  do  not  like  to  speak  before 
groups  for  more  than  a  few  seconds.) 

Do  not  criticize  the  generation  sitting 
in  front  of  you.  This  is  an  easy  shot  to  take, 
and  it  does  not  work,  except  in  the  speak¬ 
er’s  own  mind.  Polls  may  show  that  the  stu¬ 
dents  vote  less,  or  are  less  informed  about 
current  events,  or  are  less  interested  in 
news  and  history  than  were  your  youthful 


peers,  but  all  that  proves  is  that  polls  are 
suspect  the  moment  they  appear.  They  are 
students,  after  all,  taking  four  or  five  class¬ 
es,  more  than  likely  working  part  time, 
studying  (despite  evidence  to  the  contrary), 
partying,  and  if  they  are  media  students  — 
doing  all  of  those  things  while  working 
with  unyielding  deadlines  and  the  dread  of 
critique.  Ironically,  you  may  not  even  see 
the  animosity  they  feel  toward  condescen¬ 
sion,  but  the  professor  will  in  the  next  class 
when  he  or  she  asks,  “So,  what  did  you 
think  about  our  speaker?”  And  by  the  way, 
despite  what  you  think,  your  generation 
was  probably  just  the  same. 

Do  not  make  fun  of  Journalism  educa¬ 
tion.  Read  that  one  again.  Do  not  say, 
‘Taking  journalism  classes  is  a  waste  of 
time  because  you  learn  everything  you 
need  to  know  on  the  job.”  Do  not  say, 
“Journalism  courses  are  nothing  but  useless 
theory.”  Do  not  say,  especially  with  the  pro¬ 
fessor  sitting  a  few  feet  away,  “Academics 
can’t  do  journalism  or  they  would  be  doing 
it,”  or  its  lame  corollary,  “Only  working 
journalists  can  teach  journalism.”  Speakers 
in  my  classes  have  said  all  of  these  things, 
and  worse.  In  addition  to  justifying  the  pro¬ 
fessor’s  decision  not  to  invite  you  again  (or 
help  you  get  an  adjunct’s  position),  these 
and  similar  comments  are  not  true,  and  you 
know  it.  They  may  gets  laughs,  but  they 
undermine  what  most  professors  are  trying 
to  do  for  the  future  of  journalism. 

Rainbolt  (rainbolt@cnsvax.albany. 
edu)  is  the  director  of  the  journalism 
program  at  the  State  University  of 

E-mail  us: 

Send  your  calendar  items  to: 

calendar@mediainfo.com 

Send  your  letters  to: 
letters@mediainfo.com 

Send  submissions  for  newspeople, 
awards,  and  obituaries  to: 

newspeople  @  mediainfo.com 

Send  your  news  tips/story  ideas  to: 

kimberIys@mediainfo.com 
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TTM  Products;  Entertainment  Comstory,  'nology:  Kids  and  Families;  Cuhocity  for  Kids,  Curiocity's  Brainstorm,  and  Curiocity’s  FreeZone; 
Sports  and  Outdoor  Recreation:  Basketball  This  Week,  Pro  Football  This  Week,  Track  &  Speed:  Health  and  Fitness:  ActiveTimes,  healthflle,  Zeal 


'Pimtt 

Jtack  Record:’ 

“We’ve  been  promdingActiveTimes  to  our  readers  for  more 
than  seven  years.  It  continues  to  be  an  important  source  of 
information  and  inspiration  to  them.” 


Acnv 


Activ 


Updated  QoM 
Carts  Take 
to  the  Road 


Allen  Walters 

Vice  President,  Advertising 
Denver  Post 


Thomson 

Target 

Media 


800-217-8679 

moreinfo@ttmedia.com 


Make 


Pick  a 
winner ! 

CalIJim  Hollis  at  1-800-457-1156 


A  shining  TMC,  Star  Watch  focuses  on  the 
biggest  and  brightest  names  in  entertain¬ 
ment.  With  75  broadsheet  columns  of 
material  each  week,  Star  Watch  is  read  by 
75%  of  the  households  where  it  is 
delivered.  Designed  for  both  large  and 
small  papers.  Prices  start  at  a  week. 


Four  targeted  publications 

reaching  new  groups  of  readers  and  advertisers. 

Easy.  Easy.  Easy. 

■  Easytcnead  features 

■  Easytoedit  pages 

■  Easyto-format  publications 

The  choice  in  over  75  markets,  with  circulations  from 
5,000  to  400,000. 

Sections  are  fully  paginated  and  edited.  Available 
FTP  digitally  or  negatives/veloxes. 


A  monthly 
tabloid  aimed  at 
older  adults.  Prime 
Times  is  packed  with 
information  on  living 
in  the  prime  of  life. 
Suitable  as  a  section 
within  your  newspaper 
or  as  a  stand-alone 
rack  product.  Prices 
start  at  $149  amonth, 
with  60  columns  of 
editorial  material. 
$  1 59  for  single  issue 


Bite 


Its 

GOOD 
to  be  the 

Queen 

'fciriy  f  iiifilhttfi 


[Memories] 


A  fast-paced 
entertainment 
section,  SpotLight  is 
designed  for  daily 
and  weekly  news¬ 
papers  with  less  than 
50,000  circulation. 
Each  week  SpotLight 
contains  42  columns 
of  interesting  stories, 
columns,  features 
and  photographs. 

Prices  start  at 
$129  a  week. 


If  your  newspaper 
is  trying  to  reach  busy 
families  Parents  Post  is 
the  answer.  This  monthly 
tabloid  contains  stories  on 
child  rearing,  education, 
health,  childrens  fashion 
and  more.  Suitable  as  a 
section  within  your  news¬ 
paper  or  as  a  stand-alone 
rack  product.  Prices  start  at 
$129  a  month,  with  50 
columns  of  editorial  material. 
$  139  for  single  issue. 
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